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IMPORTANT STATEMENT CONCERNING 


TWO HISTORIC 
CORONATION ISSUES 


Britain’s leading pictorial weekly will publish two great issues together 
providing unparalleled colour and monotone coverage of the Coronation 
ceremony and the memorable days preceding it. The first of these 
exceptional issues—dated June 6th—will be on sale immediately preceding 
the Coronation: the second—dated June 13th—within a few days of the 
ceremony itself, providing an all-time record of the historic event. Both 
will contain exclusive full colour and -coeeceanans pictures—both will be 
treasured for years to come. 


Sales will obviously far exceed current A. B.C. figures—yet 
there will be no increase in advertisement rates. 


Advertisers will therefore reap very big benefits from these memorable 
issues. A limited quantity of additional advertisement space has now been 
made available, for which advertisers are urged tomake immediate application. 


TWO EXCEPTIONAL ISSUES 
Sales will far exceed A.B.C. figures— 
NO increase in advertisement rates 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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F. JOHN ROE LIMITED 
Incorporated Practitioners in Advertising 
ROE OUTDOOR ADVERTISING 
LIMITED 


O.xro’s wee Scots 


laddie 


Sik,-l am not engaged in 
advertising, but am interested in 
the subject from the point of 
view of a sales manager, and 
study it from that angle, 

It appears that many advertis- 
ing men are too occupied with 
their own viewpoint, and too 
little concerned with the view- 
points of those at whom adver- 
tisements are directed; or to put 
it another way, too much atten- 
tion is paid to theory and too 
little to practice. 

Stuart Lewis (January 15) 
speaks disparagingly of the Oxo 
poster with the weeping Scots 
boy, and presumably he speaks 
for many of his associates. 

At a luncheon I attended 
recently this particular poster 
was mentioned, and al] those 
present had not only seen the 
poster, but considered it a good 
one, but nobody there had any 
connection with advertising. 

I mention this, and could men- 
tion Other cases, merely to illus- 
trate my point that the minds of 
the general public and the minds 
of advertising men do not run in 
the same channels. 

May 1 suggest, in all humility, 
that people engaged in advertising 
could advantageously pay less 
attention to the theoretical quali- 
ties of an advertisement and more 
to its practical qualities. 

Bs 
33 Torquay Drive, 
Leigh-on-Sea. 


Ctinaiiers wilitiols 


misfire 


Sir,—-I seem to receive a pro- 
digious number of circulars and 
1 always send them unopened 
into the waste paper basket. 

Nor do | appear to be alone 
in this respect, judging from 
checks I have made with my 
friends and acquaintances, and 
the reason is apparently the same 


POLLARD. 


— 


To The Editor.. 


the cheap. looking 
envelope. 

Why doesn’t someone produce, 
at a reasonable price, an envelope 
of attractive appearance, and why 
won't circular despatchers realise 
that it is shortsighted to produce, 
at great cost in trouble and 
money, a circular or catalogue 
much of the potential usefulness 
and profit of which is lost by its 
packaging? 

I receive also catalogues and 
calendars and specimen maga- 
zines which are bent and gener- 
ally distorted by reason of the 
cheap materials in which they are 
wrapped for posting. Is there no 
way of convincing the people 
who initiate these things that if a 
thing is werth producing then it 
is worth packing properly and 
attractively? 


nasty 


D. CROWTHER. 
“Littlecroft,” 


Home Farm Close, 
Esher 


Long ad. runs in 
the trade press 


Sirn,—-With reference to the 
world record claimed by our 
friend Andrew Milne for the ad- 
vertiser with 674 consecutive ap- 
pearances in the Drapers’ Record, 
we have several advertisers who 
can improve on that claim. 

Northern woollen merchants 
Messrs. James Beever started ad- 
vertising with us some 80 years 


IN THIS ISSUE— 
“Smoothing The Path For New 
Exhibitions”—page 154. 
NEXT WEEK’S issue will in- 
clude a_ special Direct Mail 
Advertising feature. 


ago, and between 1880 and 1940 
had over 3,000 consecutive ap- 
Pearances ! Another firm, 
Messrs. Hargreaves, which makes 
labels, have been in every issue 
for more than 20 years making 
over 1,000 consecutive appear- 
ances, 

Incidentally we have half a 
dozen other advertisers who 
started in the reign of Queen 
Victoria who have appeared regu- 
larly (but not consecutively) ever 
since! 

KEITH FRASER. 
Director, 


The Tailor & Cutter Ltd. 


Total net sales 


of magazines 


Sirk,—Apparently no authorita- 
tive estimate exists of the total 
net sales of magazines, other than 
trade and technical journals, pub- 
lished in this country. 

Asked to give such an estimate, 
1 arrived, after some hasty and 
necessarily incomplete research, 
at a figure of approximately 37 
million. 

This I obtained by totalling the 
net sales of magazines in mem- 
bership of the Audit Bureau of 
Circulations, and adding an ap- 
proximate figure for the known 
net sales of the more important 
Magazines outside that organisa- 
tion, 

The A.B.C. total includes, of 
course, Radio Times, but excludes 
journals such as Reveille, which 
are classed as newspapers. My 
grand total does not include 
journals for young children, such 
as comics. 

I should be interested to know 
whether any of your readers have 
made a similar computation, and 
with what result. 

CurRIOUsS. 


(Name and address supplied.) 


Making films for 
television 


Sir,—l was interested to read 
the first of your articles on com- 
mercials for television films 
(January 15). 

Recently | directed Douglas 
Fairbanks in about 20 commer- 
cials made in this country for 
televising in America. In case 
sponsored television comes to 
this country—with the inevitable 
increase in commercials filmed 
for television—it is essential that 
potential producers, directors, 
and sponsors shall be correctly 
informed of the possibilities. 

For instance, the reason why 
live television uses less camera 
angles and more prolonged shots 
is because of the restrictions of 
live television. To suggest that 
film should adopt a_ technique 
which arises out of the restrictions 
of television which do not apply 
to televised film, is misleading. 

Neal Arden says: “To write 
reverse angle shots, for example, 
is unnecessary. They are not pos- 
sible in live television, and should 
not be used in films to be shown 
on television.” Why? To give 
another example: The = ftele- 
vision producer has to light a set 


TOWNS 


Send for booklet giving full details of rye available 


CIRCULAR DISTRIBUTORS LTD. 


eee a STREET, 
HOUSE, 216/221 


COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.i. 20 St. Ann's Square 
Grosvenor 8228 Blackfriars 9786 


.G > a 


LIVERPOOL 1. 
REGENT STREET, LONDON. 


and that lighting remains con- 
stant whether his camera is shoot- 
ing in long shot or close-up. In 
film, no lighting cameraman uses 
the same lighting setup for the 
close-up of a face as he does the 
long shot of a room. That is, 
fundamentally, why the quality 
of a film is more consistent than 
in a television play. 

These, I maintain, are the things 
which the potential spenders of 
money on commercial television 
should know about, and get clear 
in their heads right from the start. 
Television will make a fine, and 
enlarged, means of reaching the 
public as a method of transmis- 
sion, The techniques—of writing, 
direction and  production—are 
those of film. If, in making films 
for television, the makers restrict 
themselves to the limitations that 
gO On in live television, they will 
be getting only half their money's 
worth, 

Max MUNDEN. 
Film Workshop Ltd. 


What housewives 
would prefer 


Peter Johns is right when 


SiR, 
he says (January 15) that the 
public is tired of free gift 
schemes. Housewives to whom 
most of these are directed have 
become apathetic about them and 
the feeling is growing among 
them that manufacturers must be 
making unjustifiably high profits 
to enable them to make these 
offers. 

The greatest attraction to a 
housewife in these stringent times 
would be a reduction, even if 
only small, in the cost of well- 
known products. Housewives may 
not be economists but they are 
practical thinking women who 
are finding it increasingly difficult 
to make ends meet and gestures 
of this kind would carry far more 
weight than so-called “free” gifts. 

BEATRICE BERMAN. 
12 Duke Street, S.W.1. 


~ DISTRIBUTION of CIRCULARS and SAMPLES 


THROUGHOUT 


BRITAIN 


(ROYAL 8861) 


(RBGENT 1081 
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HAM! 


CANADA’S 


Hamilton is the centre of Canada's steel industry. 
More than 15,000 employees find steady employ- 
ment:in its steel mills, where production exceeds 
2,000,000 tons of steel ingots annually. 

Around this vast steel production pro- 
gramme, a most diversified concentration of 
manufacturing industry has been built up. Hamilton 
is one of the great manufacturing centres of elec- 
trical goods. Turbines and generators, transformers 
and radios, toasters and washing machines are but 
few of the many lines that give steady employment 
to more than 9,000 employees in its electrical 
plants. 

Hamilton's average weekly payroll is in 
excess of $5,000,000, which is distributed amongst 
more than 79,000 employees. The city is often 
referred to as ‘‘The Birmingham of Canada’’. 

Hamilton's harbour, 
with its great coal and ore 
docks, ample warehousing and 
wharfing facilities for the 
largest freighters that ply the 
Great Lakes, is one of the 
finest land-locked harbours in 
the world, yet Hamilton's 
harbour dues are lowest in 
Canada. In 1952 the tonnage 
handled reached a_ record 
total of over 6,250,000 tons, 


STEEL 


fit 


TRE SOUTHAM NEWSPAPERS 


The Ottawa Citizen 
The Hamilton Spectator 
The Winnipeg Tribune 
The Medicine Hat News 
The Edmonton Journal 

The Calgary Herald 
The Vancouver Province 


LTON 


CENTRE 


exceeded only by Montreal and Halifax. 

Surrounding the metropolitan area is a rich 
farming belt. Cattle, sheep and hog raising, as well 
as dairying, add materially to the value of the 
farmer's income. In the fertile Niagara fruit belt, 
farm income is heavily augmented by crops from 
the vast vineyards, orchards and market gardens. 

Hamilton's growth and stable development 
has made it Canada's fifth city, a market that can be 
easily and profitably cultivated by manufacturers 
the world over. 

The Spectator, Hamilton's only daily news 
paper, was founded over a hundred years ago. It 
has kept upon the very crest of journalistic pro- 
gress. Its news services span continents and seas, 
yet keep its readers well informed of 
goes on from Ottawa to the 
roads village. Over 97.8%, of 
The Spectator’s paid circula- 
tion goes to homes in Hamilton 
and its retail trading 
Through its columns alone you 
can cover this rich and exten- 
sive market. With its 83,586 
copies daily, The Spectator 
gives almost 200° 
coverage than all other out- 
side dailies combined. | is read 
and respected—everywhere. 


what 


tiniest cross- 


irea, 


more 


For a copy of the folder entitled ‘The Hamilton Spectator Market"’ 
write to Mr. F. A. Smyth, 34-40, Ludgate Hill, London, E.C.4. 


THE HAMILTON SPECTATOR 


ONE OF THE SEVEN 


SOUTHAM NEWSPAPERS TOF > CANADA 
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Announcing 


| 
| the Special 


\ WOMAN and BEAL 


number 


Ss = 


The June issue will be one of the finest that 
has yet been published. An issue of 

more pages and extra colour, harmonising in 
every way with the splendour of this 
magnificent Royal occasion . . . an issue 
dedicated to Beauty and Fashion. 

Press Day is April 13th and as space bookings 
are already heavy you are advised to 

specify your requirements without delay. 


AN A.P. PUBLICATION 


16 MONTHLY - PAGE RATE £150 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, 
FARRINGDON STREET, LONDON, £.C.4. CENTRAL 8080. 
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London 
Opinion 
SELLS WITH 


S) 


Classified 


Clubs’ conference 
in September 


A Clubs’ Conference is to 
be held at Harrogate towards 
the end of September. 

Entitled “Harrogate Again!” 


it will have as its theme 
“Strengthening our clubs; 
strengthening our liaison; 


strengthening organised adver- 
tising.” 

Scope of the conference, it 
is understood, will be domestic 
and will deal with purely club 
topics. The following mem- 
bers of the conference organ- 
ising committee have already 
been appointed: 

Chairman, W. H. Hamp 
Hamilton (chairman, C.D.C.); 
vice-chairman and programme 
organiser, W. R. Balch (vice- 
chairman, C.D.C.); hon. social 
organiser, Harold Boulter; 
hon. treasurer, A. Robertson- 
Macdonald. Arthur Chadwick 
is also on the committee. 

Other members of the com- 
mittee will be announced 
shortly. 


| 


Circulations up 


Both the Daily Mirror and the 
Sunday Pictorial circulations are 


up. The Mirror's A.B.C. figure 
for the last half of 1952 is 
4.452.306, as compared with 


4.432.700 for January-June. The 
Pictorial’s is 5,128,887, compared 
with 5.046.640. 

Average sale of the Daily Tele- 
graph for July-December, was 
977,302. The figure for each 
month was higher than for the 
corresponding month in the last 
half of 1951. 

A magazine to record a certi- 
fied increase is Good Motoring, 
as follows: July-December 1951, 
26,262; January-June 1952, 
28,355; July-December 19852, 
30,663. 


Death of Rex Corfield 


Reginald (Rex) Corfield, of 
Reginald Corfield Ltd., advertising 
material specialists, has died at sea 
while on a health and business trip 
to the West Indies, Peru and Chile. 


ads. 


in Birmingham 


PRESENTATION 
SCHEMES WILL 


AND PROMOTION 


BE DISCUSSED 


CLASSIFIED advertisements are to be the subject of a 
convention organised by the West Midlands Newspaper 
Advertisement Executives’ Association next month “in an 
effort to promote, still further, purely private ‘smalls’.” 


The conference will be held at 
the Grand Hotel, Birmingham, on 
Tuesday, February 17 

Its convenor, L. J. Stallard, ad- 
vertisement manager, Wolver- 
hampton Express & Star, told 
ADVERTISER'S WEEKLY: 

“It is felt that insufficient atten- 
tion has been paid to the value 
of ‘smalls’ advertising both to the 
newspaper and the householder, 
and this convention is to assist 
advertisement managers and their 
staffs in improving still further 
the ‘pulling power’ and extending 
the capacity devoted by the news- 
paper to this class of advertising 

“Our association feels that it is 
time that greater consideration be 
given to this aspect of advertising, 
and this we believe is the first 
venture of its kind.” 

Invitations are being extended 
to advertisement managers and 
their staffs of the West Midlands 
Newspaper Advertisement Execu- 
tives’ Association, the Herts and 
Beds Newspaper Advertisement 
Executives’ Association, and to all 
members of the West Midlands 
Newspaper Society. 

Any other interested persons 


families laughing — AND 
BUYING! See that this light 


heavy reader response goes on 


should apply with the registra 
tion fee of one guinea to Mr. 
Stallard, Express and Star, Queen 
Street, Wolverhampton. 

Speakers will include Mrs 
Beatrice Warde, of the Monotype 
Corporation Ltd., on “The pre 
sentation and typography of 
classified advertisements” and 
Mrs. Dorothie Starbuck, former 
classified advertisements super 
visor with a Glendale, California. 
newspaper, on “Promotion of the 
purely private classified advertise 
ments from the American point 
of view.” 


Court ban on a 


readership survey 


Distribution in Belgium of a 
readership survey listing 15 
periodicals, and a publicity cam- 
paign based on the figures given, 
have been stopped by decision of 
of a Brussels Court of Com- 
merce. The Court was of opinion 
that information of this kind 
should not be published without 
the consent of all interested 
parties. 


convention next month 


THEATRE PUBLICITY 
DEVELOPMENTS 


Developments which, according 
to John Davis, managing direc- 
tor of the Rank Organisation, 
“indicate our determination to 
mae screen advertising of still 
greater importance as a mar- 
keting aid to industry” are 
announced, 

Following the appointment of 
S. S. Wheeler as managing 
director of Theatre Publicity 
Lid, the board of this com- 
pany now consists of J. Arthur 
Rank, chairman, Mr. Wheeler, 
John Davis, Kenneth Har- 
greaves, Mark Ostrer and 
Kenneth Winckles. 

Ihe activities of Progressive 
Publicity Ltd. will be merged 
with those of Langford & Co., 
Ltd 

Sydney Shurman, who formed 
Progressive Publicity in 1946, 
joins the board of Langford & 

Co., Ltd., and will be appointed 
general Manager. 

ve Caverson, also a director of 
Progressive Publicity, joins 
Langford & Co. as sales mana- 

His duties will include 
functions previously carried out 
by D. Harris, resigned. 

John Lewis, chief accountant of 
Iheatre Publicity for many 
years, will assume the addi- 
tional duties of administrator. 

Mr Hargreaves has also joined 
the board of Langford & Co. 


er 
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Sales leap by 30 per cent at 


expense of chief competitors 


A film advertising campaign in South London cinemas over a 


test period of 20 weeks has boosted the sale of the product 


advertised by very nearly one- 
third. 


How this test was carried out 
is explained in a brochure entitled 
The Selling Power of Screen 
Advertising issued by Theatre 
Publicity, Ltd., .who co-operated 
in the test as distributors of the 
films 

According to a foreword by 
BE. Pearl (until recently a director 
of Theatre Publicity), the test 
was made for a nationally adver- 
tised product by its agents, J. 
Walter Thompson, Ltd., whose 
associate company, British Mar 
ket Research Survey, carried out 
the survey. The report was pre- 
pared for Theatre Publicity by 
London Press Exchange. 

It was. decided to use South 
London as a test area and North 
London as a “control area.” In 
each area, B.R.M.B. maintains a 
panel of 200 retailers, each panel 
consisting of 140 grocers and 60 
chemists. Before the test period, 
sales of the brand under test and 
its Main competitors were meas- 
ured over a period of several 
months (the “base period”) in 
both test and control areas so as 
to establish the comparability of 
the two areas for the product 
group in) question. 


Little change in 
total market 


During the test period 77 of the 
140 cinemas in the test area were 
used. Each film was shown for 
one week in every cinema at 
approximately monthly intervals. 

The test showed that whereas 
the introduction of the films 
made little change to the size of 
the total market, it greatly in 
creased the advertised product's 
share of the market at the 
expense of its main competitors. 
Given 100 as the base period 
figure for both areas, the seasonal 
rise in the sotal marker during the 
test period was 123 in the control 
irea and 125 in the test area, 
On the other hand, the product's 
share of the market rose to 156 
in the test area as compared with 
only 118 in the control area. 

The product's cumulative pe! 
centage increase in sales over the 
five successive four-week periods 
of the test were: 17, 19, 23, 26, 
32. By the end of the 20-week 
test period, therefore, tonnage 
sales of the product in the South 
London film area had shown a 
gain of almost one third in com- 
parison with the North London 
control area 


. * 
Direct mail talk 
The British Direct Mail Advertis- 
ing Association luncheon ens at 
the Shaftesbury Hotel, W.C.2, next 
Thursday, January 29, will be 
addressed by W. Murrell, of 
Remington Rand Ltd. 


Chosen for joint 


ad. committee 


Ihe Newspaper Society has 
invited the following to represent 
the Society on the Joint Adver- 
tisement Committee with the 
Newspaper Proprietors’ Associa- 
tron 

E Lumsdon (Westminsier 
Press), W. B. Lattimore (Birming- 
ham Post and Mail), C. 
Russell (Liverpool Daily Post and 


Echo), W. C. G. Drew (Western 
Morning News), H. R. Davies 
(director, Newspaper Society), 
and H. N. Hughes (executive 


assistant of the Newspaper Soc- 
iety, who will take the place of 
William G. Ridd as joint secretary 
of this committee) 

Invitations have been sent to 
serve on other committees as 
follows 

Copy, C. L. A. Russell, A. 
Wolstencroft (Manchester th 
dian and Evening News), E. 
Lumsdon, H.N. Hughes. Finance, 
E. Lumsdon, H. N. Hughes. 
Gardening, H. N. Hughes. Code 
of Standards, FE. Lumsdon. W. B 
Lattimore, H. R. Davies. Holiday 
facilities, H. N. Hughes. Recog- 
nition, C. L. A. Russell, F. A. 
Wolstencroft, W. C. G. Drew, 
H. N. Hughes. Mail order 
bargains, H. N. Hughes. 

The N.P.A. is expected § to 
announce its members next weck. 


Market research 


week-end course 


The Market Research Society is 
continuing its series of courses in 
the provinces by holding one at 
Leeds University from April 10-12. 
Joined with the Market Research 
Society in this course will be the 
Advertising Association, Institute of 
Incorporated Practitioners in Adver- 
using and the Incorporated Sales 
Managers’ Association. 

Lecturers will be leading members 
of the Market Research Society, 
and papers will cover all aspects of 
market research. 

Accommodation has been booked 
for both men and women students 
at Oxley Hall, Leeds University. 

The inclusive charge will be 70/- 
from Friday night dinner, April 10, 
to midday lunch April 12. 

Applications may be made to the 
education officers of the various 
associations, or to Graeme Cranch, 
Mather & Crowther Ltd., Bretten- 


ham House Lancaster Place, Lon- 
don, W.C.2 


‘Glasgow Herald’ 
trade review 
The Glasgow Herald Trade Review 


contains bout 100) articles on 
engine shipbuilding, finance, 
shippi stiles and other subjects 
in its 146 pages. There are some 
200) ads crs. The cover carries 


an effec colour picture of a 
ship-launching 
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TEST ON PULLING POWER OF SCREEN ADS. 


To emphasise the versatility of paper and its numerous packaging applica 


tions, Bowater have constructed, as part of their exhibit, the 


This livel 


Packaging Famil; 


a quickly-appreciated picture of the 


‘Bowater 


group vf paper-sculptured figures presents 
packaging service that Bowater have 


to offer. 


Bower in bag, car in envelope 
at Packaging Exhibition 


An envelope that can take a 
complete racing car—a_ paper 
sack which can withstand the 
furious onslaught of boxer 
Freddie Mills--a machine which 
ties up in 1-75 seconds any parcel 
of any shape—these are some of 
the novelties on show at the 
Packaging Exhibition which was 
opened at Olympia on Tuesday 
by Major G. Lloyd George, the 
Minister of Food. The envelope 

completely covering a Cooper 
racing car—is on the stand of 
W. J. Reynolds (Motors), Ltd 
It is used to protect the car 
against moisture and atmospheric 
corrosion while in transit in a 
normal crate. 

Freddie Mills’ battle with a 
paper bag took place on the 
stand of Medway Paper Sacks 
Ltd. The bag was put over the 
fighter’s head and he was given 
2 minutes to fight his way out. 
Bill Tayleur, who promoted the 
fight, pronounced the bag the 
winner. 


New materials 


‘The automatic _ string - tying 
machine adjusts itself to any size 
of package or bundle. Visitors 
are being challenged by Croxted 
Manufacturing Co., Ltd., to pro- 
duce a packet which the machine 
cannot handle. 

A number of new materials 
and new developments in others 
were shown. Cellastine, for in- 
stance, is a new kind of coloured 
acetate film only 1/1000th of an 
inch. Developments in P.V.C. 
(polyvinyl chloride) sheeting and 
other plastic materials are also 
on show. 

Pliofilm, the Goodyear Tire 
& Rubber Co. transparent pack- 
ing material, is being laune hed to 
housewives as a wrappuig mater- 
ial. First examples of Is. rolls 
are on the Pliofilm — stand. 
Goodyear are supplying . 


material in bulk to H. & 
Manufacturing Co. who are mak- 
ing up the rolls 


Limited trade 


and national 
planned. 

A composite stand covering 
1,700 sq. ft. for Alf Cooke, Ltd., 
Norbury Printers, Ltd., and Bem- 
rose & Sons, Ltd., has a central 
contained structure for reception 
and a raised roof supported on 
tubes, which is completely illumi- 
nated by lighting insjde the cen- 
tral structure. Each of the exhi- 
bitors has separate display 
arrangements for specimens and 
these are mounted on black flock 
surfaced panels in separate cate- 
gories of the packaging industry. 
Approximately 2,000 specimens 
ofpackaging are displayed. 

Journals covering the packag- 
ing industry which have stands 
include British Packer, the Paper 
Box and Bag Maker, Packaging, 
Packaging Review, and _ Sales 
Appeal. George Newnes Ltd. are 
showing their Packaging Ency- 
clopedia. 

Current issue of The Times 
Weekly Review contains a 20- 
page survey of the packaging 
industry. 

The Financial Times published 
a 4-page feature on packaging on 
Tuesday. 


advertising is 


Press productivity 
conference 


The Newspaper Society is arrang- 
ing for a conference in London to 
discuss the provincial press produc- 
tivity report and its recommenda- 
tions, 

Ihe conference will take place on 
Monday and Tuesday, February 23 
and 24. 


15 A commission 


The West Lancashire Evening 
Gazette series is to allow 15 per 
cent commission to all advertising 
agents on the Newspaper Society's 
accredited list, J. A, Foulis, adver- 
tisement manager, announces, A 
condition is that all accounts 
shall be on a strictly monthly 
basis. 
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American 
challenge to 
magazines 


The prospect of powerful Ameri- 
can competition for magazine 
publishers in Britain is in- 
creased with an announcement 
this week that T. S. Matthews, 
editor of Time, is coming to 
London to investigate the pos- 
sibility of a  Time-in-Britain 
edition. 

Walter Graebner, representative 
of Time-Life International Ltd. 
in this country, told ADVER- 
TISER'S Weekty: “If the new 
edition is launched it will take 
its place alongside British 
magazines. We shall go out 
after British advertising.” 


New headquarters 


Other Time-Life news this week 
is that new headquarters at the 
corner of New Bond Street and 
Bruton Street will be ready in a 
week or two; and that the first 
edition of Life en Espanol, 
their new fortnightly in Spanish 
launched this month, sold out 
on Latin-American news-stands 
shortly after it went on sale. 

The new London building will be 
Time-Life International’s main 
European publishing — head- 
quarters and will house its news 
bureau, advertisement offices, 
circulation, and subscription 
services, as well as “The March 
of Time.” 


TO PUBLICISE 
‘THE CITY’ 


To publicise the contribution 
made by “The City” towards the 
well being and prosperity of 
Great Britain and the Common- 
wealth is the aim of the newly 
formed City of London Society 
Ltd.. for which a reception was 
given at 144 Piccadilly, London, 
yesterday (Wednesday) by B. C. 
Drayton, who is acting on behalf 
of the signatories to the Society's 
memorandum 

Among those who have 
brought the non-profit making 
Society into being are: Noel 
Hume, a company director; Col 
Hubert Williams, public relations 
consultant; and Norman Hamil- 
ton, formerly editor-in-chief, 
Daily Graphic and Sunday 
Graphic. 


New weekly for 
motorists’ wants 


A new weekly magazine of 
motorist “sales and wants” is to be 
published by Arc Press Ltd. of 
Friern Barnet. It is to be called 
Motorsales and for the first tssue, 
due out March §, there will be an 
initial print order of approximately 
175,000 copies. National distribu- 
tion is planned. 

The magazine will retail at 6d 
and carry 32 pages. 

Page rate is £25 a full page or £40 
with two colours. Classifieds will 
cost 3d. a word. Agency commis 
sion is 15 per cent (10 per cent plus 
S$ per cent cash for set ttlement 20 
davs from insertion) 


No hope of ad. rates fall unless 
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costs are.cut 


STEADYING INFLUENCE NEEDED, 
—SAYS KENNETH BROWN 
AS Jong as the major costs of newspaper production remain 
at their present level, there is little likelihood of any general 
fall in advertisement rates, said Kenneth Brown, president of the 
Newspaper Society, speaking in Manchester yesterday (Wednes- 


day) afternoon. 


Addressing a meeting convened 
by the Institute of !ournalists, 
Mr. Brown said: 

“The cost of newsprint re- 
mains abnormally high and puts 
an artificial restraint upon the 
free development of the industry. 
Extra newsprint can only be 
used if there is extra advertis- 
ing to support its cost, Will this 
be available? Probably not much 
of it in present conditions. 

“Only substantial reductions in 
the cost of newsprint and other 
materials and a steadying in the 
costs of wages can resolve the 
deadlock and lead to an expan- 
sion in advertising, bigger papers, 
more freedom to use newsprint 
economically, and more employ- 
ment. 

“The uncertainty of space is, 
equally, a_ restrictive influence. 
unable to look 
more than a 
few months 
ahead with 
any cer 
tainty The 
advertise 
ment depart 
ments are in 
a quandary 
over the in 
troduction of 
special large 
positions 
calling for 
firm advance 
bookings and 

Kenneth Brown they are, in 

some cases, 
forced to continue with ‘A’ and 
‘B’ editions because to drop them 


Publishers are 


would mean considerable _ re- 
organisation 

“Administratively, the whole 
question of producing larger 


newspapers calls for a gearing-up 
and expansion. extra staff, equip- 
ment, etc., which cannot be con- 
templated except as projects of 
some permanence. Therefore it 
would be wrong to judge this 
question superficially for the pub- 
lisher has not got a free hand in 
deciding how-—or, indeed, if at 
all—to make use of the better 
supply of newsprint 

“In the present period of com- 
parative freedom, many pub- 
lishers are following the course 
of deferring any radical changes 
until the supply position is 
assured and costs are consider- 
ably less. 

“It is quite plain that the major 
trend of to-day, particularly in 
regard to the national press, is the 
building of newspaper sales. This 


is the main development which 
present conditions encourage. In 
itself it is not, necessarily, a 
development to be deplored. 

“Despite the enormous circula- 
tion increases of the past decade, 
it is likely that there is still scope 
for further expansion. 

“The recent edition of the 
Hulton Survey showed that 20-2 
per cent of the whole population 
above the age of 16 read no 
national Morning paper and 11:1 
per cent read no newspaper at all. 
So even though circulations have 
tended to remain steady or even 
to fall slightly during the last 
year or so, this is not necessarily 
because their peak sales have 
been reached.” 

How was extra circulation 
being sought? A widespread 
development was the attempt to 
cater more for the Woman reader. 
With the smaller newspapers it 
was often the woman reader 
whose __ interests—features and 
special articles—-had to be most 
severely curtailed. It was prob 
able that much of the increased 
sales of woman’s magazines had 
resulted from this fact. Women 
had turned to the magazines, to 
some extent. because the news 
papers had for so long been un- 
able to supply the sort of material 
which could be found in the 
Periodicals devoted to their 
interests. 

In devoting much of the extra 
newsprint to features and special 
articles, particularly those appeal- 
ing to women, editors were giving 
us brightier, livelier newspapers 


ADVERTISER'S WEEKLY 


Purchase tax as 
obstacle to export 


W. G. Pilkington, commercial 
editor of the Manchester Guar- 
lian, told Manchester branch of 
‘he Incorporated Sales Managers’ 
Association on Monday that pur- 
chase tax presented, in many 
ways, a serious obstacle to the 
satisfactory development of pro- 
duction and marketing for export. 
Ihe obstacle was perhaps most 
serious for those classes of goods 
tor which there were previously 
ulllity schemes and for which 
there Were now D schemes. The 
desire to avoid purchase tax 
caused an unhealthy pre-occupa- 

in with cheapness. 


Salesmanship 
and print 


Recommendations of the  sales- 
inship committee of the British 
Federation of Master Printers ap- 
proved by the Federation council 
nclude : 
Running six-monthly correspond- 
nee training, courses in printing 
lesmanship beginning this autumn. 
Creating and providing material 
for salesmanship discussion groups 
ill over the country, 
Holding written examinations in 
printing salesmanship twice yearly 
pproved centres. 


Awarding certificates to successful 
ndidates 


Putting them in 
the picture 


\dvcrlisement managers and space 

Pe vere invited to a press con 
ference for the launching of a new 
office thesive marketed by Kleen- 
tick Ltd “It was felt that it 
would help them if they knew more 
4 the product before space was 
offered to the manufacturers,” ex- 
planed Peter Collins, the Kleen- 
ick =opubheity «and advertising 
id 

An extensive trade press campaign 
will +t launched to-morrow (Fri- 
day). The advertising is placed 


d 


‘Rainwear’ will help trade take 
advantage of fashion trends 


A new monthly trade paper, 
Rainwear and Accessories, has 
appeared this week. Published by 
Weatherwear Publications Ltd.. 
180 Fleet Street, London, it is 
devoted exclusively to the rain- 
wear, umbrella, and associated 
industries, 

An editorial states that the 
principals whom Rainwear will 
serve first and foremost are the 
buyers and merchandise mana- 
gers. It will seek to “promote the 
conditions which will remove 
seasonal prejudice and extend 
retail sales throughout the year.” 

The magazine will help the 
trade to take advantage of the 
revolution in the public attitude 
towards rainwear and its ancil 
laries that has resulted from the 


mpact of fashion on what was 

ively a utilitarian market. It 

vill stress the sales potentialities 

the huge variety of rainwear 

ducts made possible by the 

ofing of high-fashion 

First issue, of 52 pages, con- 

i number of articles attrac 

, illustrated by fashion photo- 

and drawings, as well as a 

ction with many illustra- 

if trade functions. A num 

f advertisements, including 

n the cover, are in colour 

Facellently produced, the maga- 

printed on quality coated 

ze I in. x 84 in. Sub 

on rate is 30s. per annum 
mer opy) 
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ADVERTISER’S WEEKLY 


Club News 


Leeds 
Building public 


confidence 


fhe Lord Mayor of Leeds (Ald. 
}. B. Burnley) honoured the Pub- 
licity Club of Leeds by attending 
the first luncheon meeting of 1953 
when the speaker was L. E. Room, 
director-general of the Advertising 
Association, 

Commenting that economists, 
schoolteachers, clergy, and others 
were continually calling advertising 
vulgar, mean, debased, evil, and in 
fact nothing but a racket, Mr. Room 
advised members of the Club to be 
on the alert to combat propaganda 
from the “uninstructed and ignor- 
ant. 

When speaking of the building up 
of public confidence in advertising 
he said those engaged in the busi- 
ness should be as efficient as pos- 
sible and have a complete under- 
standing of what advertising really 
meant. 

He said: “It is incumbent upon 
us to show in our private and in our 
business lives the integrity which is 
always required of advertising people 
and advertising itself. In this way 
we will demonstrate that advertising 
is not, after all, just the racket that 
some people seem to think.” 

Thanks to the speaker were ex- 
pressed by Robert Williamson, presi- 
dent, who, as one of the earliest 
members of the club, recalled that it 
was the Leeds and Bradford clubs 
which brought the Harrogate Adver- 
tising Convention of 1924 into being. 


Berks and Bucks 


Prince Charming 
for point of sale 


Point of sale advertising was, for 
a long time, regarded as_ the 
Cinderella among media, H. FP. 
Shalston told Reading branch of the 
Berks and Bucks Club. 

In recent years, however, self 
service and semi-self service devel 
opments in retail store management 
had acted as a Prince Charming and 
to-day the design and manufacture 
of point of sale material was occu- 
pying an important position in most 
advertising budgets. 


Bradford 
Window display 


The importance of window dis- 
play in advertising was stressed by 
P. H. Whitney-Coates, assistant sales 
manager and export manager of 
I. & R. Morley Ltd., when he ad- 
dressed Bradford Publicity Associa- 
tion. Mr. Whitney-Coates, who 
spoke on “Display—an instrument 
of selling,”’ is immediate past chair- 
man, British Display Association. 


Manchester 


No yardstick for 


* 

entertainment 

L. Du Garde Peach, the play- 
wright, told Manchester Publicity 
Association that there was no real 
yardstick whereby public reaction to 
entertainment could be measured. 
The theatre offered adult entertain- 
ment, whereas “people shed years 
from their mental age as soon as 
they go through a cinema door.” 


The Club Development Committee met at Birmingham on Saturday at the 
invitation of the Birmingham Publicity Association and were entertained 
to dinner jointly by the Birmingham Gazette & Despatch Ltd. and the 


Birmingham Post & Mail Ltd. 


The photograph shows, |. to r., F. L. 


Johnson (managing director, Birmingham Gazette & Despatch Ltd.), W. H. 


Hamp-Hamilton (chairman, C. D.C,.), 
Publicity Association), L. E 


T. C. Gough (president, Birmingham 
Room (director-general, Advertising Associa- 


tion), W. Balch to an C.D.C.), and E. M. Clayson (managing 


director, Birmingham 


Post & Mail Ltd.). 


Nottingham 


IMPROVEMENT IN THE ETHICAL 
STANDARDS OF ADVERTISING 


The annual ball of the Publicity 
Club of Nottingham, held on Friday 
at the George Hotel, was preceded 
by a dinner, at which speeches were 
brief and for the most part in 
facetious vein. 

Toast of the Advertising Associa- 
tion and the Publicity Clubs of Great 
Britain was proposed by the chair- 
man, Reginald W. Wright, who 
spoke with approval of the improve- 
ment in ethical standards of adver- 
tising. 

“It is almost impossible to-day,” 
he said, “to get into print an adver- 
tisement that offends against good 
taste. This has not happened acci- 
dentally.’ 

Much of the credit should go to 
the Advertising Association, which 
had been originally formed on the 
initiative of several publicity clubs 
that felt the need for a guardian 
angel over their profession. In con- 
sequence, the public could rely on 
the advertising appearing in British 
journals, 

“That,” declared Mr. Wright, “is 
something we can all be proud of.” 

W. H. Hamp Hamilton, chairman 


of the Advertising Association Club 
Development Committee, respond- 
ing, reminded the clubs that, through 
their representation on the Associa- 
tion’s Council, they all had a stake 
and a voice in its policies. 

Philip R. Zimmerman, governing 
director of Business Publications 
Ltd., proprietors of ADVERTISER'S 
Week Ly, Business, and other asso- 
ciated journals, responded to 
the toast of the press, proposed 
Toast of the guests 
and the ladies was proposed by 
Frank G. Cragg, vice-chairman, 
Murray Pollock, chairman, Leicester 
Publicity Club, replying. 

The chairman, on behalf of the 
committee, presented a brief case as 
a parting gift to the hon. secretary, 
Miss Edythe Green, who is resigning 
as she has taken a post at Leicester. 
He paid a warm tribute to her hard 
work for the Club during the past 
two or three years. 

In a competition for display 
models, which ornamented the top 
table, the prize was awarded to 
Woodbines, of Nottingham. 


4¢ the annual ball of Nottingham Publicity Club, left to right: Mariin 

Daniels (president), Frank Cragg (vice-chairman), George Parker, Mrs. 

Wright, Maurice Morley, Philip R. Zimmerman, Mrs. Cragg, Reginald 
Wright (chairman), Mrs. Parker. 


Bristol 


“PR and advertising 
‘hand-in-hand’ 


Addressing Bristol and West Pub- 
licity “lub Alan Hess described 
public relations as a “high and 
idealistic calling.” Carried out 
properly, it had the vital respon- 
sibility of drawing world attention 
to the great craftsmanship and 
integrity which prevailed in_ this 
country, 

He suggested that advertising and 
public relations should work hand 
in hand. It could hardly be said 
that cither one was more important 
than the other. While advertising 
set out to attract customers, — 
relations sought to keep them 


In brief... 


Nonagenarian W. P. Bowman, head 
of the “Yorkshire Relish” firm, and 
vice-president of Leeds Club for 
many years, attended the first 
luncheon of the Club's new session. 

. The office at the new Regent 
Advertising Club premises, la 
Chesterfield Street, London, W.1, 
is now open—telephone number 
Grosvenor 6545. Decorations are 
proceeding throughout the rest of 
the premises and will be completed 
shortly. . . . Charles Blakey spoke 


to the Nottingham Club on ‘Free- 
dom.” . . . Ivan Luckin, chairman 
of the Publicity Club of London, is 
to address the Publicity Club of 
Glasgow on February 6. 


OBITUARY. 
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lliffe plans for 


Coronation 


Details of the special Corona- 
tion numbers to be published by 
Iliffe and associated journals 
have now been announced. 

The Autocar (to be published 
May 8) will have a combined 
“Coronation” and “British Cars 
for the World” number telling 
the story of motoring in six 
reigns. Cage Birds (early in the 
year) will include articles dealing 
with the Queen’s practical 
interest in budgerigars. Farmer 
& Stock-Breeder (May 19) will 
discuss the history of agriculture 
from the reign of Queen Elizabeth 
I. In Flight (May 29) the story of 
Britain’s air achievement during 
the Queen’s lifetime will be told. 
Royalty’s association with nursing 
throughout five reigns will be 
featured in Nursing Mirror (May 
15). Power Farmer Britain & 
Overseas (June) will be an Empire 
number in which the agricultural 
development, requirements and 
prospects of the Dominions and 
Colonies will be discussed. 


‘Photoplay’ party 


In three years Photoplay has 
reached a circulation of 200,000, 
and the 1952 advertising revenue was 
up 125 per cent on 1951. 

_ These figures were announced by 

R. Lewis, managing director, 
Argus Press Ltd. at a party at the 
Savoy on Friday to mark the third 
birthday of the company’s Photopla) 
magazine. 

Many prominent figures in adver- 
tising and nearly 100 famous names 
from the film world were present. 
Jack Warner, the film actor, pro- 
posed a toast to the future of 
Photoplay. 


Centenary lunch 


About a hundred guests, mainly 
printers and advertising agents, 
were present at the centenary lun- 
cheon of W. J. Webster, Ltd., the 
printers’ finishers, which was held 
in the hall of the Worshipful 
Company of Tallow Chandlers. 

Walter Walsh Webster, managing 
director, presided, and responded to 
the toast of the company, proposed 
by J. Graham Williams, president, 
London Master Printers Association. 

The guests were each presented 
with a book telling the company’s 
history. 


e SPORT e¢ 
Football 


TOP GEERE 
Strand United (George Newnes 
Ltd.) had their third successive 
victory on Saturday when they 
battered C. F. Higham Ltd. into a 
11-1 defeat. Centre-forward Geere 
scored six. 
Tex-Press (Drapers’ Record) beat 
Samson Clark 3-1. Bowyer of 
Tex-Press scored a hat trick. 


H. A. Maddox 


Harry A. Maddox, chairman and 
governing director of Jesse Broad 
& Co., Ltd., mp yny has died. 
aged 68. One of the best authorities 
on paper from the printer’s angle. 
Mr. Maddox was the author of 
several books on this subject. 
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Retail trade in Great Britain in 
1950 had a total turnover of 
£4,923 million and a wages bill 
of £392 million. 

Food shops (£2,088 million) 
accounted for 42 per cent of total 
takings; clothing shops, apart 
from department stores (£885 
million) 18 per cent; confec- 
tioners, tobacconists and news- 
agents (455 million) 9 per cent; 
furniture shops (£259 million) 
5 per cent; and hardware shops 
(£218 million) 4 per cent. 

Forty-eight per cent of total 
trade was done by single-shop 
retailers, 12 per cent by co-opera- 
tive societies and 23 per cent by 
multiples with 10 or more estab- 
lishments. 

The report covers those estab- 
lishments and organisations 
whose chief activity is selling 
goods to the general public. It 
does not cover the catering, 
motor and repair and service 
trades. Reports covering these 
will appear later, and there will 
be fuller reports on retailing, and 
on the shopping and _ service 
facilities in the larger towns. 

The total takings of the shops 
are shown but not the total 
amount spent on different com- 
modities. Establishments are 
classified under 71 headings, from 
grocers to pawnbrokers, and for 
convenience these are divided 
into 12 main groups svch as 
grocery, clothing, hardware. 

The average size of retail 
establishments, as measured by 
sales, varies from region to 
region and is greatest in London. 
There are differences, too, in the 
amount spent in shops per head 
of the population in Scotland, 
Wales and the standard regions 
of England. The average sales 
for the whole of Great Britain 
are £100 per head, but the figure 
for London, which is no doubt 
swollen by the purchases of 
people living outside the area, is 
£123 per head, and the lowest 
figure is given by Wales with £81 
per head. 

Sales figures for other regions 
were: 


Per head 
of popu- 
lation 
£ 

Northern 94 
East and West Ridings 97 
North Midland “ 96 
Eastern .. ‘i 94 
South Eastern 103 
Southern ‘ 99 
South Western 92 
Midland nt an ij. 
North Western , ae) 
Wales ; 81 
Scotland 100 
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Shops census report shows the 


latest retail trade trends 


REGIONAL SALES FIGURES: KEY ROLE 
OF THE ONE-MAN BUSINESS 


Research workers will find valuable information on trends 
developing in the retail trade from their study of the Census 
of Distribution and Other Services, 1950 Retail Trade, Short 
Report (Stationery Office 2s. 6d.). 


£ 20,000 families in 
spending probe 


During the next 12 menths, 
$the Ministry of Labour will 
ask 20,000 families for details 
* of their income and spending 
habits, to provide the basis 
for a new cost-of-living index. 
It is expected that the work 
of collating the information 
will be completed towards the 
end of next year. A detailed 
report will then be issued 
which will be of value to 
market research organisations, 
and many other bodies, as 
well as industries and invidual 
firms. 


The number of families to 
Sbe visited represents one in 
Severy 750 families in the 
3 country. The Ministry will be 
$ assisted in its inquiry by the 
¢ Government Social Survey 
g Copnaanticn, 


New screen ad. 
company 


Ernest Pearl, C. Pearl, and 
R. W. Dean, who it was recently 
announced had resigned their 
directorships of Theatre Publicity 
Ltd., have now formed their own 
screen 2dvertising company, Pearl 
& Dean Ltd 

The company, which will pro- 
duce and distribute advertising 
films, is a member of the newly 
formed Screen Advertising Asso- 
ciation. It is temporarily housed 
at 33 Dover Street, London 
(Mayfair 7494), but negotiations 
for new West End premises are 
now taking place. 

E. Pear| (chairman) states that 
the company will offer a complete 
screen advertising service, 


VINOLIN sue nomics 


nv ome wy ae ee wm Bape 


DDWS first ad. 


for Lever’s 


The first Lever campaign to be 
handled by Dolan Davis Whit- 
comb & Stewart Ltd. is breaking 
this week. The scheme is for 
Vinolia. Pat Dolan states that 
his agency has adopted a “new 
and fresh approach” for baby 
product advertising. 

The schedule covers women’s 
weekly and monthly publications 
and specialised papers. The yn 
paign includes full pages. A dis- 
play stand has been produced and 
poster support is now being pre- 
pare 


In the first advertisement a pic- 
ture of a baby is accompanied 
with the copy: “The one who 
trusts the most needs the most 
trusted care.” Follow-up ads. 
will carry the slogan: “The most 
precious things need the greatest 
care.” 


Poster hunt 


Cleethorpes Borough Council 
is planning to run a country-wide 
poster competition to obtain ideas 
for a poster to advertise the 
resort. The adjudicators will 
pay more attention to the ideas 
behind the posters than to the 
execution of the work. 


‘MEDIA COMPETITION WILL BE KEEN’ 


According to the News Sheet 
of the Incorporated Society of 
British Advertisers: “1953 has 
opened on a rising tide of 
optimism in the world of adver- 
tising. Better supplies of news- 
print, unquestionably the most 
important contributory factor, are 
likely to be maintained during 
1953 and further expected falls 
in the price of paper and board 
should pave the way for a bigger 
volume of advertising at a lower 
unit cost. 

“Much will depend on whether 


the saving effected in this direc- 
tion by media owners can be 
passed on to the advertiser in the 
form of reduced advertising rates 
instead of being used to offset 
increases in the cost of labour 
and overheads. 

“Competition between the 
media owners for advertising 
support will certainly be keener 
than at any time before the war 
and the better value they can 
give the advertiser, the more 
business will assuredly come their 
way.” 


ADVERTISER'S WEEKLY 


Hard selling as 
car batteries 
ad. ‘truce’ ends 


Heavy advertising campaigns have 
been launched as the result of 
the ending of an agreement 
between the leading car battery 
manufacturers that they should 
refrain from “really competi- 
tive” advertising. 

The agreement came into exist- 
ence some time ago because of 
the soaring prices of lead and 
other components used in 
battery manufacture. 

Now lead has been freed. There 
has been an appreciable drop 
in the prices of batteries and 
the supply position has im- 
proved. The manufacturers 
agreed that as from January 14 
they should again go in for 
hard selling with competitive 
press advertising. 

Lucas have taken large spaces 
in national Sunday newspapers, 
provincial evenings, and 
London evening papers to tell 
of “new and exclusive features” 
in their batteries. 

Chloride Batteries Ltd. announced 
their new Silver Exide car bat- 
tery with large spaces in the 
majority of national news- 
papers, while the introduction 
of Porvic plastic separators in 
Dagenite batteries was also 
publicised with extensive press 
advertising. 


New line in air ads. 


British European Airways are 
launching a new scheme on Sunday 

with the theme “Take an _inclusive 
hi tiday and travel by air.’ 

The campaign follows the recent 
cut in air travel rates. It is anti- 
cipated that many more holiday- 
makers will want to travel by air 
this year, particularly those taking 
inclusive trips. The advertisements 
will give specimens of this type of 
holiday being offered by travel 
wencies this year. 

The campaign will include heavy 
idvertising in national daily and 
Sunday newspapers, provincial news- 


papers and poster advertising. 
Colman, Prentis & Varley Ltd. are 
he agents, 
British Overseas Airways Cor- 
ion are running “a limited 
ypaign” to announce the expan- 
1 of their tourist fare facilities 
the Far East, Middle East and 


Central Africa. 
Space has been booked in five 
tional daily and Sunday news- 
papers by their agents, Foote, Cone 
& Belding Ltd. 


Big leather 
publicity drive 


An extensive new campaign for 
sole leather will be launched early 
n March by the Leather Publicity 
Council. Window display material 
linking up with the press advertis- 

» will be distributed to thousands 

hoe repairers and shoe retailers. 

Ihe campaign is designed to build 

maximum impact at Corona- 

time The schedule includes 

irly all the national dailies, Sun- 
lays, over 20 magazines and the 
Radio Walter George 
(td. are the 


Times I 
agents 
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R.E. oe | 
joins board of 


George Newnes 


Roland E. Dangerfield, chair- 
man and managing director of 
Temple Press Ltd., has accepted 
an invitation to join the board 
of George Newnes Ltd. 

Mr. Dangerfield joined Temple 
Press (which was founded by his 
father) at the end of the 1914- 
1918 war. He succeeded his father 
as managing director in 1933 and 
was appointed chairman in 1948 
when Temple Press became asso- 
ciated with the Newnes Group, 

Mr. Dangerfield will continue 
in active contro] of Temple Press 


Ltd. 
* ~ * 

Leslie W. Needham, director of 
advertising, London Express News- 
paper Ltd., has been elected to the 
board of that company, which con- 
trols the four papers in the group 
the Daily Express, Sunday Express, 
Evening Standard and Glasgow 
Evening Citizen. Mr. Needham has 
previously been a director of the 
Sunday Express and Evening Stan 
dard. 

* * 

Believed to be the first’ British 
managing director of a London 
advertising agency to be appointed 
to the board of its American 
“parent” company is Brian Mac- 
Cabe, managing director of Foote, 
Cone & Belding, London, whose 
appointment as a director of Foote, 
Cone & Belding, Inc., U.S.A., is 
announced, Mr. MacCabe returns to 
London next week from a_ three- 
weeks’ round of visits to the Ameri 
can offices of some of F.C.B.'s 
London clients. 

. * * 

Barry Barron has been appointed 
to the board of Gui de Buire Ltd., 
commercial radio studios in New 
Bond Street. He has been general 
manager for the past five years. 
Many world-distributed radio pro- 
grammes and Luxembourg shows 
originate at Gui de Buire’s including 
the current “Showtime From The 
London Palladium.” 

* * * 

Colin’ M. Medlicott, Dunlop's 
tyre manager for Birmingham 
district, has been appointed their 
sales manager at Bristol for the 
west region in succession to H. J. 
Holmes, recently promoted as sales 
manager for the South of England. 


iT Tew 


The circulation managers committee of the Periodical Proprietors 
luncheon last Thursday at the Connaught Rooms 


and from their committee. FE. 


R.E. Dangerfield 


Ihe annual general meeting of the 
Newspaper Conference, which repre- 
sents the London editors of provin- 
cial newspapers, was held in London 
last Thursday. Comyn Webster 
(Glasgow Herald) was elected chair 
man in succession to D. A. Machray 
(Liverpool Post). Ihe new vice- 
chairman is Norman A. Parkinson 
(Kemsley Newspapers). 

Others elected to the executive 
committee for the ensuing year are: 

G. Dymond (Belfast News- 
Letter), Pat Garrow (Edinburgh 
Evening Dispatch), Wm. Redpath 
(Provincial Newspapers Ltd.), 
Norman Robson (Westminster Press) 
and Will Stewart (Northcliffe News- 
papers Group Ltd.). H. R. Davies 
was appointed hon. secretary. 

Official guests at a luncheon fol- 
lowing the meeting were: Lor 
Burnham = (chairman, Coronation 
Joint Press Committee), T. Fife 
Clark, B. P. Barker (chicf informa- 
tion officer, Ministry of Works), 
Bernard Alton (secretary, News- 
paper Proprietors’ Association), and 

G. S. Hoare (chief information 
officer, Coronation Press Bureau). 


* * * 

N. Dundas Bryce, of Belling & 
Lee Ltd., has been appointed execu- 
tive director, sales development. 

7 * * 


C. Clark Ramsay, sales and pub- 
licity manager of Newnes-Pearson 
book departments, has been elected 
chairman of the Publishers’ Publi- 
city Circle. He succeeds Mark 
Longman, and has as his deputy 
churman James Gordon. 


Brian MacCabe 


O.L. Dick 


J. A. P. Willis has resigned as 
sales promotion and advertising 
manager of the Frigidaire division of 
General Motors Ltd. to take up an 
appointment with Kelvinator of 
Canada Ltd. He sails for Canada 
with his family via New York, on 
the s.s. Liberte on March 17. 

* 

Oliver Lawson Dick, until recently 
with the public relations department 
of the Esso Petroleum Co., and 
editor of the Esso house magazine, 
is joining Voice & Vision Ltd. 
Before joining Esso he was with the 
Government fuel rationing inquiry 
and the Board of Trade. and was 
seconded from B.O.A.C. to the 
R.A.F. to assist in setting up services 
to liberated countries. Mr. Dick 
was educated at Westminster School 
and Oxford. 


* * * 

George Riley, who after 48 years’ 
service retires from the position of 
advertisement manager, Hudders- 
field Daily Examiner and Hudders- 
field Weekly Examiner, will be suc- 
ceeded on February 2 by J. W. 
Lockwood, his colleague for many 


years, 
* * * 

Thomas B. Dobson has _ been 
appointed general sules manager of 
Celotex. Ltd., and H. Crawford 
Poole manager, home sales. 

* * * 

Miss Diana Hartmann, formerly 
assistant publicity manager of 
Crayson models, has been appointed 
advertising and publicity manager. 


Association entertained A. A. Williamson ar 
on his retirement as circulation manager of Iliffe & Sons, Ltd. 
. Norton, who presided, said that with the help of circulation managers like Mr. 


Williamson, their committee had grow n into a tower of strength. Photographed above (left to right) are R. Brigden 
(Websters Publications), W. O'Neill eee) H. Ebden (/ilustrated Newspapers), E. QO. Norton (chairman) 
Leah (Link House) back, F. H. Knox (Odhams), W. J. Garnham (Argus) 


R. P. Chappell (Newnes) behind, W. 
A. A. Willlamson, A. Carter (//iffe). 


A. Kenney (Amalgamated Press), A. P. Davies (Amalgamated Press), W. 


Corrie (Condé Nast), T, Stanhope Sprigg (Temple Press), W, J, Rutter (Punch), B. Areh (National Magazine Co.) 
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Kemsley changes 
in London 
ad. department 


Kemsley Newspapers Ltd. an- 
nounce the following changes in the 
London advertisement department 
to operate forthwith: 

W. J. Abbiss will relinquish the 
post of London advertisement man- 
ager of the Newcastle Journal and 
the Sheffield Telegraph on appoint- 
ment as London advertisement man- 
ager of the Manchester Evening 
Chronicle, a position made vacant 
by a recent death of J. F. Goepel. 

. J. Hort, who has been London 
PR cd bec manager of the 
Kemsley weekly newspapers, suc- 
ceeds Mr. Abbiss as London adver- 
tisement manager of the Newcastle 
and Sheffield morning papers. 


Harold Thornberry wi!! take over 
the London advertisement represen- 
tation of the Kemsley weekly papers 
in addition to his existing responsi- 
bilities as London advertisement 
manager of the Daily Dispatch, 
Manchester. 


The last bus for 
‘Steve’ Wheeler 


This bus made of ice came in with 
the head and tail lamps alight when 
a group of well-known advertising 
men entertained S. S. Wheeler to 
lunch to wish him well in his new 
job as managing director of Theatre 
Publicity Ltd. Photographed with 
the bus are A. W. Newton, who ar- 
ranged the lunch at the Mirabelle, 
Mr. Wheeler, and Leslie W. Need- 
ham. Mr. Needham and J. H. 
Brebner—his respective chiefs in his 
last two jobs—followed Mr. Newton 
in paying kindly tribute to Mr. 
Wheeler's zeal and abilities. 

The other hosts were: G. P. 
Jackson, G. Street & Co., Ltd.; 
R. B. Browne, T. B. Browne Ltd. ; 
Cc. L. Hallas, Lintas Ltd.; G. L. 
McLellan, Borough _ Billposting 
Company; V. E. Scott Bailey, W. H. 
Smith & Son Ltd.; R. Nelson and 
Tony Sykes, Outdoor Publicity Ltd. ; 
E. A. R. Puplett, Poster Services 
Ltd.; K. Edwards, Willings; 
W. A. Preece and J. Haile, Frank 
Mason & Co., Ltd.; J. M. Beable, 
A.A. Sites Ltd.; A. O. Hemus, 
Wide Publicity; J. W. E. Blanch, 
Daily Express; and R. K. Jullens, 
A. W. Newton Ltd. 


* * * 


Dingle Foot has been appointed 
chairman of The Observer Trust in 
succession to the late Viscount 
Astor. The other trustees are: Lt.- 
Col. C. H. Golding, Dr. Thomas 
Jones, Arthur Mann, Dr. Keith 
A. H. Murray, E. M. Nicholson, 
Marshal of the Royal Air Force, 
Viscount Portal of Hungerford, and 
Mrs. Mary Stocks. 
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ADVERTISER'S WEEKLY 


Every week one family in three 

reads the Sunday Pictorial. For, with an average 
net sale of 5,046,640, the Sunday Pictorial 

goes into millions of homes all over the country, 
It is read by every adult member 

of the family on the best advertising 

day of the week — the day they have time 


to read advertisements «| 


r eads t h e Su 1] d ay leisure, and sales messaves sink in. 


Pictorial every week “"™*e™ 


Sunday Pictorial is ex: erdingly economical 


too. Compared with 1959 its square 
Ss Ww Pag D AY P i Cc T re) tas a A L inch per thousand rate has increased less 


than that of any Sunday newspaper. 
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Railway posters will strike a 


CLEAN BREAK 
FROM USUAL 


HOLIDAY STYLE 


GTRIKING new posters 

produced by the publicity 
department of British Rail- 
ways Southern Region, under 
F. T. Y. Faulkner, publicity 
and public relations officer, 
will appear at the beginning 
of February. 


The approval of a number of 


resort publicity committees has 
been obtained for what represents 
a pronounced break-away from 
the conventional style that still 
characterises much railway poster 
advertising, explains G. M. 
Eckett, head of the publicity 
department's production section. 

Among the most challenging 
of the new posters is that 
designed by Lander for Worthing, 
in which music, flowers, sport, 
sunshine and the sea are symbolic- 
ally combined. The same artist 
has designed for Eastbourne an 
ll-colour silk screen poster 
dominated by a _ white stone 
flower vase. 


Seaside scenes 


Alan Durman is the artist for 
posters for: Herne Bay, a youth- 
ful study of a _ bathing girl; 
Hastings, showing a fisherman 
mending his nets, against a fore- 
shortened view of the seafront; 
and Bournemouth, a view of the 
bay under huge clusters of pink 
rhododendrons (these last two 
posters are now appearing). 

Downey has designed a gay 
“To the Continent by rail” poster 
in which the rail is treated as a 
maypole round which dance Con- 
tinentals in their national dresses. 
For exhibition on the Continent 
itself is a striking “See Britain by 
train” poster. Designed by Brom- 
field to an idea by Mr. Eckett, it 
gives a view of fields and oast- 
houses across the front wheels 
of a locomotive. 

Four new posters for inland 
historical towns by Claude Buckle 
will exemplify the phrase devised 
by Mr. Faulkner, “Where History 
Lingers.” They depict historical 
scenes in their appropriate set- 
tings. That for Winchester shows 
the marriage of Mary Tudor and 
Philip of Spain, while the Hamp- 
ton Court, Salisbury, and Canter- 
bury posters illustrate respectively 
visits by Henry VIII, Charles II, 
and Queen Elizabeth. 

(See Mainly Personal, page 170) 


A broadside from 
the Admiral 


Vice-chairman of the Norfolk 
County Council's Planning Com- 
mittee, Rear-Admiral A. H. Taylor, 
has described the regulations for the 
control of outdoor advertisements 
as “a monument of burcaucratic 
mystery and control.” 

Another member of the commil- 
tee has said that the working of the 
regulations has made the council 
look ridiculous. 
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Three of the new British Railways Southern Region posters. The “ 


Continental exhibition only. 
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new line 


E BRITAIN BY TRAIN 


BRITISH RAILWAYS 


See Britain by Train” poster is for 


New Manchester 
exhibition hall 


Plans are being drawn up 
by Manchester Corporation 
for a new city exhibition hall, 
double the size of the existing 
one, and with a roof-top heli- 
copter station and  under- 
ground car parks. Stand 
space of more than 100,000 
square feet is proposed. 

Manchester has _ = 
major exhibitions because The attitude of the Express 
present building is not big group to its advertisers was thus 
. that the new defined : 
hall should be on a site close “We welcome responsible ad- 


vertisers. We seek to give value 
to Deansgate fronting Water for money expended by them. 
Street. The more their business prospers 


‘Biggest advertising drive in 


the confectionery industry’ 


Mars are backing a display 
fortnight from February 14-28 
with what is claimed to be the 
biggest advertising drive ever in 


dictation is a solemn trust to the 
public which newspapers must 
discharge at whatever cost to 
themselves.” 

This comment was made by the 
Daily Express on Friday in a 
statement of policy on the with- 
drawal of advertising by the heads 
of American film companies in 
London from sections of the 
Beaverbrook press. 


women’s magazines and children’s 
comics. 

Dealers will be encouraged to 
run window and counter displays 
the confectionery industry: During of Mars products during the 
the fortnight they will place press _ fortnight. 
advertisements in journals with a The Mars account is split 
total circulation of 205 million between two agencies, Young & 
to give an estimated readership Rubicam Ltd. handling Bounty 
of 511 million. and Spangles, and Masius & 

Highlight of the fortnight will Fergusson Ltd. Mars and 
be the launching of a new colour  Maltesers. 
campaign for Bounty’ with Footnote: Mars have allocated 
double page spreads in Picture their biggest ever advertising 
Post and Everybody's and _ appropriation this year. 
pages in Jilustrated and John re e 
Bull. St. Bride’s Guild 

In addition there will be full = The Guild of St. Bride was 
and half-pages in these four inaugurated at choral evensong at 
magazines for Spangles, a full St. Bride’s Church, Fleet Street, 
page in the Daily Mirror for on Sunday, to revive in modern 
Maltesers, and half-pages in the form the work and the livery 
Daily Mirror, Daily Express, of the medieval guild which was 
Daily Herald, Radio Times and @iscontinued in’ the reign of 
ee een for Mars and Afterwards the vicar, the Rev. 

“ Cc. M. Armitage, announced the 

Space has been booked for the — appointment of W. Simmons to be 
fortnight in all the leading 


: ; marshal and Rex Guillaume to be 
national daily and Sunday news- clerk of the guild. It was hoped, he 
papers, provincial papers, said, to obtain a charter. 


‘Express’ attitude to advertisers 


“The freedom from advertisers’ 


as the result of advertising in our 
columns the happier we are. Any 
advertiser who does not feel that 
he is getting good results is 
entitled to withdraw from our 
columns, 

_ “But we will not submit to 
interference by advertisers with 
the editorial content of our news- 
Papers.” 

The Daily Sketch commented: 
“The decision by American film 
companies in London to with- 
draw advertisements because of 
‘unfair criticism’ from Fleet 
Street needed to be smacked 
down. 

“Once allow this, and the free- 
dom of the press is gone. The 
Daily Sketch will certainly not 
take instructions from outside 
bodies with money to spend.” 


Boycott 


Other comments include: News 
Chronicle: “It would be extremely 
unfair to suppose that the boy- 
cott now being practised by some 
American film companies against 
the Express group of newspapers 
is in any way typical of adver- 
tising methods.” 

Sunday Times: “Conspiracy is 
an ugly word, but unless the 
account of this action published 
by our contemporaries, and not 
denied by the film companies, is 
quite false, it is a conspiracy to 
coerce the papers into giving 
favourable notices of American 
films. No doubt the film mag- 
nates, aware that this advertising 
was worth £250,000 a year. 
thought they would force a quick 
surrender.” 


More spent on beer 

Personal expenditure on beer. 
other alcoholic beverages, and 
tobacco during the third quarter 
of last year was £34 millions more 
than in the previous quarter, 
according to the Monthly Digest 
of Statistics for December. 
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THE THINGS 
WE DO! 


“Sheerness!” said the Stocking Manufacturer. Sheerness ! 
That’s what sells stockings. How can we display Sheerness?” 
And there in the picture-story you see our simple answer. 
From the moment this Leon Goodman Display idea went to 
work sales started to climb. 

Can we put our brains and experience to work for you? 
We believe we have the best-equipped Display-making and 
Silk-screen printing plant in the world. Which 
means that you can now get the punchiest sales- 
making Display material, Exhibition Stands and 
Silk-screen Printing at the lowest possible prices. 

A phone call to EUSton 5351—and you’re home! 


Ie 
a 
i. 


ee 


‘ 


a el cert 


Switch on . . . Et voila! Sheer simplicity 3. Frame and arrange suitable lighting 
for selling S-H-E-E-R-N-E-S-S behind... 


Leon Goodman Displays ssc 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W1-: EUSTON 5351 
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Luxembourg radio shows 
must be ‘warm, friendly’ 


Making a monkey 


out of it 
T. Sumner, sales director, 
Mars Ltd., told the British 


Sales Promotion Association: 

Advertising as a function of 
selling can be like the mon- 
key, in one of Aesop’s fables, 
who tried to take a handful 
of nuts from a small-necked 
jar. The monkey grabbed too 
large a handful and couldn't 
get his hand out of the jar; 
nor did he succeed in doing 
so until he had dropped some 
of the nuts, 

It is the same with advertis- 
ing; an attempt to grab too 
much of the public’s attention 
often makes a monkey of 
what might be a good adver- 
tisement. 


Guinness label 
change plan 


The labelling system = for 
Guinness is being changed. In 
his annual report the chairman 
(The Earl of Iveagh) said that in 
future, With very rare exceptions, 
all bottlers of Guinness in Great 
Britain would operate under the 
company’s own trade mark of the 
Harp label. 

“We aim at making the Harp 
label the recognised sign of a 
perfect bottle of Guinness,” he 
said. 

Martin Pick, Guinness adver- 
tising manager, told ADvVeErR- 
TISER'S WEEKLY: “It is too early 
to say how or when we are going 
to do this.” 

At present Guinness in this 
country can be purchased under 
no fewer than 600 different labels. 


Ingersoll’s new 


film strip 


The story of horology is told in 
pictures and commentary by a 
new film strip, entitled “Time 
felling Through the Ages,” made 
in co-operation with the National 
Committee for Visual Aids in 
Education. 

Sponsored by Ingersoll, the 
strip provides a programme last- 
ing about half an hour, with a 
commentary which can be read 
from a booklet. 

The film strip Was produced by 
Basic Films Ltd. for Ingersoll 
and is being distributed = by 
Graphic Films Ltd. 


Programme policy is defined in 


the revised station regulation; 
governing English language 
broadcasts from Radio Luxem- 
bourg. 

These regulations, supersede 


all previous instructions and 
amendments 

It is stated that: “Radio 
Luxembourg aims to establish for 
its English transmissions a warm, 
friendly atmosphere as a basis for 
the relationship between _ the 
station and the listener and to 
ensure, as far as possible, that 
such transmissions are essentially 
British in character. Indifferent 
imitations or adaptions of pro- 
grammes used in the U.S.A, and 
countries where commercial radio 
prevails are, therefore, dis 
couraged 

“Programmes should develop 
their own individuality and ap- 
peal strongly to the temperament 
and background of a British 
audience. Novelty, the surprise 
element, and an intimate atmos- 
phere between programme and 
listener can give the station a 
distinct personality of its own. In 
planning programmes for the 
English transmissions it must 
always be remembered that they 
are directed at a family audience 
and only programmes suitable in 
ideas and treatment for the family 
group as a whole will be 
accepted.” 

Among the requirements of 
“commercials” is the stipulation 
that these “must conform to the 
standards and practice as recom- 
mended by the professional ad- 
vertising bodies.” 


Britain can bake it 


Due to the initiative of a trade 
paper the British Baker—a_ com- 
prehensive exhibit of British flour 
confectionery will be shown at the 
International Confectionery Exhibi- 
tion to be held at Dusseldorf from 
April 25 ull May 3. 

Space has been reserved at the 
exhibition by the British Baker; 
neatly 40 confectioners in) various 
parts of the country have accepted 
the paper's invitation to produce 
confectionery for exhibition. 

The British Baker will charter an 
anmeraft for dispatch of the products. 


J 
Too flowery ? 

With the January issue, Exmouth 
Magnolia, published monthly — by 
Exmouth Publicity Services, has 
changed its title. It is now known 
as Whats On. An editorial says: 
“For some time it has been felt 
that the name Exmouth Magnolia 
did noi convey the true purpose and 
meaning of this magazine's exist- 
ence: especially to the stranger.” 


No_ increase 


As February approaches, the petrol companies 


to their displays 


signs and other publicity 


January 22, 1953 


put the finishing touches 
material. For the past three 


months these girls in a Walthamstow elass factory have been chamfering 
and sorting thousands of petrol pump globes which will be used throughout 
Britain. 


International guide plan 
on media research 


At a recent meeting in Paris of 
the Commission on Advertising 
of the International Chamber of 
Commerce, under the chairman- 
ship of Ivor Cooper, the main 
subject of discussion was the 
problem of promoting advertising 
media research based on two 
reports submitted to the Commis- 
sion: “The Operation of Audit 
Bureaux of Circulation in Ger- 
many, Sweden, U.K. and U:S.,.” 
by J. A. Blanch (Australia), and 
“Analysis of the Qualitative Cir 
culation of Press Media,” by 
L. R. Gits (Belgium). 

Mr. Blanch’s report indicates 
the methods of quantitative 
analysis which are being carried 
out through certain audit bureaux 
of circulation, Although — the 
bureaux in each country function 
somewhat differently, they have 
certain common features. They 
represent the advertisers and ad 
vertising agencies and publishers 
in each country through a central 
board of control. They audit the 
circulation figures of the press 
media and in varying degrees they 
give a wealth of detail regarding 
these figures. 

This information is invaluable 
to advertisers as it helps them in 
their selection of media and thus 
ensures that they get value for 
their expenditure; it also benefits 
the general public in so far as 
economies are reflected in the 
printing of goods and services. 

Mr. Gits’ report outlines the 
very considerable = qualitative 
analysis of press media which is 
already taking place in some nine 
countries. In most cases these 
analyses are promoted by pro- 
fessional groups. These may be 
advertisers and practitioners 
working together, or a body 


in print charge for 


ENLARGEMENTS 


OF ROYAL PORTRAITS for display purposes 


Coronation work 
Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. - hi 


Carlton Artists Ltd. 44-50 Lancaster St. London, s.£.1 


attached to an advertis.ng agency 
or a semi-governmental agency 
In other cases information may 
be supplied by information ser- 
vices of the press media them- 
selves. 

This qualitative analysis refers 
to the characteristics of the 
readers which may include such 
details as profession, sex, social 
class and a variety of information 
on consumer habits and personal 
habits 

On the basis of the information 
available, the Commission now 
intends to prepare a set of recom- 
mendations regarding the utility 
of this press media research, the 
methods which have been found 
most useful in organising and 
distributing information, and, in 
fact, a general guide for the use 
of all countries interested in this 
most important technique of 
advertising. 


Pension scheme 


At the annual dinner of Star 
Solus Sites. F. Howard Cook. 
managing director, announced the 
establishment of a life insurance 
benefit and pension scheme for 
employees. 

Mr. Cook mentioned that it 
had long been a cherished ambi- 
tion to bring such a scheme into 
practice as he thought, that wher- 
ever possible, some provision 
should be made for those who 
gave a lifetime of service to a 
particular company 


To blow his trumpet 

Eddie Calvert, known as Britain's 
arry James and billed as the 
“golden trumpet,” has placed his 
personal publicity in the hands of 
Public Campaigners, members of 
the Auger & Turner Group Ltd 
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MIDLANDS 


With these three papers on the schedule you can create 


the most powerful impression in the prosperous Midlands. The Bi rm! 4 h am Post 


The Post has the most influential morning circulation. 
The Mail has the largest evening circulation. 
Weekly Post (Friday) is a family journal with a wide readership. 


Birmingham 


Weekly Post 


38, New Street, Birmingham, 2. 
London Office: 88, Fleet Street, E.C.4, 
Branches at Blackheath, Bromsgrove, Coventry, Dudk Kidderminster. Leamington Spa. Redditch, 


Tamworth, Walsall and \ 
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Wii iay Ads. fight for industry 


SOLEMN TRUST 


Freedom from advertisers’ dicta- 
tion is a solemn trust to the 
public which newspapers must 
discharge at whatever cost to 
themselves. 

So says the “Daily Express,” in a 
statement on the alleged with- 
drawal of advertising by cer- 
tain American film companies 
from the “Sunday Express” and 
“Standard” because, it is said, 
they object to film criticisms 
in those newspapers. 

lt is a sentiment the overwhelm- 
ing majority of advertisers will 
unreservedly endorse. For 
advertisers, in their personal 
capacity, are citizens, and as 
citizens of a free country 
understand the value of a free 
and independent press. 


The onus 
The onus, be it noted, is placed 
on the newspapers. The 


“solemn trust” is theirs. But 
advertisers have their duty too. 
Where does tneir responsibility 
lie? 

t is, of course, the right of an 
advertiser to advertise, or not 
to advertise, in any journal or 
group of journals. His reasons 
are his business and his alone. 

If he is wise, he will be influenced 
by purely advertising consider- 
ations. He will regard news- 
paper space as a commodity, 
to be bought if it is a “good 
buy” for his particular product 
or service, to be rejected, if, 
in his opinion, it is not, 


A risk 


He may, perhaps, dislike a news- 
paper's editorial opinions or 
think that views expressed by 
its contributors are likely to 
affect his business adversely. 

If this be so, he is under no obli- 
gation to support it by contri- 
buting to its advertisement 
revenue. He can, if he fancies, 
cut off his nose to spite his 
face. But unless he is very 
discreet, he may risk having the 
worst construction placed upon 
his motives. 

What he must never do is to 
attempt to use the money 
power of his advertising to per- 
suade a newspaper to modify 
ity editorial policy. 

In this country, such attempts, as 
the Royal Commission on the 
Press reported, are hardly ever 
made, When they are, they are 
treated with contempt by every 
reputante journal. 


Moet advertising is, quite 
rightly, devoted to selling 
a product. There is another 
side to the business which is, 
I think, often overlooked—the 
need to present a case, to let 
the public know what you are 
doing, why you are doing it 
and how you are doing it. 

Too often this is left to the 
chairman of a company in his 
speech to the annual general 
mecting and it appears next day 
in the columns of the Financial 
Times or The Times. Many of 
these speeches are excellent and 
they are presented very accurately 
to the press 
but you can- 
not expect | 
the mass of | 
the people 
to wade! 
through & 
columns of | ™ 
close type in 9 
order to 
learn the 
truth about 
industry. 
They have 
neither the 
time nor the 
inclination to go to all 
trouble, 

What they will see is an 
occasional headline in the more 
popular papers saying that such- 
and-such a firm made so much 
profit last year, a headline which 
‘axmomraml ignores the difference 
etween gross and net profit. It 
is here that advertising and pub- 
lic relations should step jn. 

Many firms in recent years, 
including my own, have been in 
the habit of presenting their 
yearly balance sheet in the form 
of a break-down into its consti- 
tuent parts of every pound spent. 
It has often surprised many 
otherwise well-informed people 
how small the distributed profits 
turned out to be. This sort of 
break-down used as an advertise- 
ment or contained in a news item 
does give the financial picture in 
easily understood terms. Ease 
of understanding is the key to all 
successful advertising and public 
relations work. 


* * * 


When we decided to fight the 
nationalisation of the sugar in- 
dustry we brought in Ajms of 
Industry to help us in the task. 
Together we hammered out a 
method of presenting the prob- 
lem to the public so that people 
could easily grasp what was in- 
volved. | think it is generally 
agreed that it was a very success- 
ful method. We not only taught 


that 


GUEST COLUMN 


by 
LORD LYLE, 
president, Tate & Lyle Ltd. 


the public something, but learned 
a good deal ourselves. 

The campaign taught us the 
need for long-term education as 
well as short-term. The threat 
to industry by the State is by 
no means over, and it is no good 
waiting for the fire to break out 
before thinking about the fire 
engine. By continuous reiteration 
of the true facts you preclude 
the need to send for the fire 
engine by avoiding the fire, or if 
the fire does happen to break out 
your hoses are already in posi- 
tion for dealing with it. 

With this lesson in mind I 
think that advertising and public 
relations should bend its mind to 
protecting industry from its 
enemies and recommending it to 
its friends. I have sufficient faith 


large-scale publicity schemes 
aimed at encouraging home 
baking, master bakers may hit 
back with co-operative adver- 
tising campaigns. A_ sub- 
committee has been appointed 
by Liverpool Master Bakers 
and Confectioners Association 
to draw up a scheme for the 
creation of a fighting fund. 


® Plans are being prepared to 
make the 39th Scottish 
Motor Show (Kelvin Hall, 
Glasgow, November 13 to 
21) a really hard selling 
event. Dealer advertising 
tie-ups are expected on a 
record scale. 


® New style bunting for shop- 
ping centre displays during 
the Coronation period will 
be made of specially treated 
plastic. Advantages claimed 
are that it is cheaper and 
weatherproof. 


@ The Australian Viticulture 
Committee is planning a 
new marketing scheme to 
boost Australian wine sales 
in Britain. 


To-morrow’ TOPICS 


@ Perturbed at the prospects of @ Advertising 


in free enterprise to believe that 
the latter far outnumber the for- 
mer. British industry has a great 
and distinguished record but it 
has not always bothered to spend 
time and money in pointing it 
out. The result of this is that 
when a particular industry comes 
under attack the first reaction is 
often one of hurt surprise. 


* * * 


Let industry and the advertis- 
ing business get together in this 
matter. Let industrialists be 
more forthcoming in telling the 
public the facts. With the neces- 
sary information in their hands, 
let advertising agents and the staff 
of public relations concerns see 
to it that the public get the story 
in a form they will understand 
and appreciate, 

Once this happens there wi!! be 
more stability in industry and 
better relations within the in- 
dustry itself as well as with the 

ublic. The result cannot but be 
neficial to both producer and 
consumer alike. 


novelties 


are 
making their appearance in 


increasing quantities, and 
big advertisers are stepping 
up their demands for them. 
A_ brewery is to spend 
£15,000 in 12 months on 
only one of a range of 
gimmicks. 


@ Several national advertisers 
are considering the advis- 
ability of running big prize 
competitions in connection 
with the Coronation. 


@ One of the soap giants is 
contemplating extensive use 
of air advertising banners 
this summer. Five hundred 
hours of aircraft towing 
time is rumoured. 


@ All-out advertising battle in 


the soft drinks market will 
develop in the spring. New 
lines will be introduced— 
some with an American 
flavour. 


@ A.B.C. circulation figures for 


the July-December period will 
show an all-round increase. 
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VOGUE 


certified average Net Sale per issue for 1952 


~145000- 


& Certified by Smallfield, Fitzhugh, Tillets & Co. (Chartered Accountants) 


Rates based on a net sale of 135.000. Advertisers therefore enjoyed a bonus of over 10,000 in 1952 at no extra cost 


Advertisement rates: Colour £500 Black & White £330 per page 


THE CONDE NAST PUBLICATIONS, 37 GOLDEN SQUAR! LONDON wi 
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Outdoor Advertising Know-how-6 


Effect of ‘hinterlands’ on audience 


pone previous extract from Outdoor Publicity by R. Nelson's 
and A. E, Sykes’s book to be published in the spring by 
George Allen & Unwin Ltd. (January 15 issue, page 103), showed 
how the value of a poster audience can be computed, using for 
an example the findings of a survey produced for Cadbury by 
Research Services Ltd. in Reading. 

It was found that Reading’s recommended poster cover of 
about forty sites can command an audience of at least 80 per 
(It is interesting to note that a 
similar type of survey carried out in Cedar Rapids, lowa, showed 
an audience for a “full” poster display of 74:4 per cent of the 
adult population after the first week, rising to 91-1 per cent after 


cent of the adult population. 


thirty days). 


Since the Reading survey two more comprehensive exercises 


have been carried out in Wigan and Luton. 


This final extract 


from Outdoor Publicity discusses the value of such surveys. 


Between sixty and seventy 
localities where posters were on 
display were used in each town 


and a record compiled of the 
journeys during one week of 
adults in Wigan and Luton.  Be- 


fore this survey was carried out 
two campaigns were planned in 
each town by resident outdoor 
advertising inspectors, one a “full 
showing” of 30 posters and the 
other a “half showing” of 15 
Positions for these posters were 
selected in the normal way in an 
attempt to obtain the maximum 
covel The first analysis of the 
survey results is given in Table 1 
in the same form as the Reading 
figures. 

The first thing to note about 


the audience figures is that in 
general they are slightly lower 
than the Reading ones. This ts 


due to the fact that the sample in 
the Reading survey was drawn 
from the population of — the 
County Borough of Reading? 
only, whereas the samples for 
Wigan and Luton were drawn 
from the two towns and also 
their surrounding areas. It will 
be remembered that a similar 
procedure was adopted in) T/i 
Size and Nature of the Poster 
Audience where an area of 
radius LO miles around Leicester 
tin all three cases the sites used were all 


located in those County Boroughs There 
reas no display in the surrounding areas 


I—RESULTS OF SURVEYS IN WIGAN AND LUTON 


was surveyed That survey 
revealed that the percentage of 
adults remembering that selected 
posters was about 19 in the sur- 
rounding rural areas as compared 
with 38 in the town itself. Simi- 
larly, we found that the cover in 
the “hinterlands” of Wigan and 
Luton was considerably lower 
than in the towns themselves. In 
consequence, the overall cover of 
town plus hinterland ts lower than 
that obtained for the town only. 
lable 2 illustrates the situation. 

One further variation between 
the surveys is worth mentioning. 
Ihe Reading survey based its 
figures on regular journeys only, 
while in the Wigan and Luton 
survey all journeys during the 
week prior to the interview were 
included 

Our’ investigations into the 
poster audience have thus taken 
us to the stage where we can 
assume that a properly sited cam- 
paign will provide an audience 
of somewhere between $0 per 
cent and 90 per cent of the adult 
population of a town and about 
75 per cent of the adult popula- 
tion of the town and its hinter- 


land combined. Ihe average 
number of opportunities-to-see 
will vary according to the 


density of the campaign, but a 
full skowing should provide 
somewhere about 35 per week. 


The two authors point out, 


144 


and the following pages. 


Two aspects of outdoor advertising are discussed on this 


Audience research is dealt with 
in this extract from Outdoor Publicity. 


Abram Games discusses the creative problems posed by the 
Frujade poster. 
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1953 


On page 148 


measurement 


II—COVER IN TOWNS’ HINTERLAND 


Wigan Luton 
Centre Hinterland | Centre Hinterland 
No. of informants weighted 640 640 612 612 740 740 Its 10s 
No. of panels showing the 
poster 1h 0 15 0 Is 0 IS oO 
No. of opportunities to see | 
per week 14,057 25,004 6,458 11,422 s,801 18,520 S22, 1,580 
of informants with 
opportunities to see the 
poster S30 S64) 62°57 44 7455, AMD 4 Wo 
No. of opportunities to see 
per informant per week 265 46% los 290 162 280) 105 151 


Ht COST PER 1,000 OPPORTUNITIES TO SEE (READING) 


I u 11 Iv 


V vi vil vill 
: No. of 
No. of *0.T.S Total Cost 
Poster posters Cover Audience per Total cost of Per 
display m member °C. 7.3: display 1,000 
display of in pence | *O.T.S. 
audience } in pence 
per week 
A 4s v1 70,000 i7 2,025,000 5,600 1 
B 42 aS 72,000 32 2,304,000 5,150 1°37 
c 27 sO 4,400 26 1,804,000 025 1-12 
D 22 att) 73,800 m 1,402,000 1,650 IIs 
E 22 a} 73,800 m 1,402,000 1,450 IIs 
IF i” sO 60,400 20 1,388,000 1,425 105 
Average A-t 
- NOTES: *O.T.S opportunities to see 


Column III This percentage represents the proportion of the sample whose regular weekly 
journeys took them Past any one or more of the hoardings on which the posters 


were displayed 
IV The percentage in column 111 is 
im 151 


applied to the adult population of Reading 


VI The impact of each display is obtained by multiplying column IV by column V 


VII Obtained by muluplying column II by 6 ‘id. 


poster for a week 


the average cost of one \t-sheet 


IV—EFFECT OF HINTERLANDS ON COST PER 1,000 O.T.S. 


No 

of 
Area posters Cover Audtence 

m 

display 
Wigan 1h Os, 000 
Wigan 40 76 102,300 
Luton 1s ou 60,800 
Luton 0 706 54,000 
Average 


| 


Wigan Luton 

No. of informants weighted* e252 ! hs wes 
No. of panels showing the poster In ) i i) 
No. of opportunities to see per week 20,010 Ont Wels Weis 

» Of informants with opportunities to 

see the poster roe | t Hou 706 
No. of opportunities to see per inform 

ant per week 22:4 a 5 264 


*In the case of Wigan, a larger number of actual inter 
itself, than was proportionately due, and the figure for the 
vtews were also taken was subsequently multiplied by te 
Sigure for the area as a whole 


as allotted w the town 
wnding area in which inter- 
rder to arrive at a correct 


No. of | 


Total Cost 

O.T.S cost of Per 

per Total display 1,000 

memberof O.T.S im O.T.S 
audience pene in Pence 

per week 

22°2 2,215,000 1,125 O51 

SU | 5,000,000 2,250 O56 

155 1,082,000 1,125 104 

2064 2,192,000 2.250 1-03 


Estimate for the adult (16 years and over) population are as follows: 
‘wan Centre (C.B 7 

Wigan hinterland 
Luton Centre (C.B 

Luton hinterland 


however, that much work 
is needed before surveying can 
give the complete picture. Audi- 
ence measurement was taken a 
stage further in the Cedar Rapids 
survey which showed how many 
people had the opportunity of 
seeing the posters during the first, 


more 


70,600 f , 


- 
ue) 104,300 


second, third and fourth weeks. 
The method demonstrated the 
accumulation of the poster audi- 


ence. Such research still remains 
to be done in this country 

It must be remembered. too, 
that an audience as we have 


Continued on page 150 
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ADVERTISER'S WEEKLY 


ALL ADVERTISING SPACE IN 
THE 
CORONATION NUMBER 
OF 


THE QUEEN 


HAS BEEN SOLD 


xk *k * 


We regret to disappoint so many who 

wished to book space in what must be the 

greatest issue of the Century and the finest 
advertising bargain of Coronation Year. 


C. R. FASTNEDGE 


Advertisement Manager 


BURLEIGH STREET, STRAND, LONDON, W.C.2, PHONE: EMPLE BAR 2794 
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JANUARY 22, 1953 


* THE WEYROG ADVERTISING CAMPAIGN 


eh 


EFFECTIVE LIFE_- a 


HANDY MEN use 


weurec 


MAN MADE ates 


TIMBER 


For FURNITURE, TOYS and 
ALL JOBS ABOUT THE HOME 


@ Saw, drill, chisel, plane, joint, nsil, 
screw, glue it like ordinary timber! 


@ Takes paint, distemper, varnish, french 
polish perfectly. 


@ Free of wasteful knots and faults. 


@ Convenient big boards save cutting and 
joining. 


@ Ready seasoned. 


WEYROC 
Man-made Timber 


—available in any 
quantity 4" and j* 
thick from Timber 
or Builders’ Mer- 
chants, or send for THIS BOOK 
details and name shows how to build- 
of your nearest to-last 9 pieces of useful 
stockist. furniture. The inetruc- 
tions are simple! PRICE 
1/- direct from 


The Airscrew Co. & Jicwood Ltd., Dept. NFG2, 
Weybridge : Surrey Tel. : Weybridge 1600 


NE of the regular advertisers 
in the “RADIO TIMES” is 
the Airscrew Co. and Jicwood Ltd., 
of Weybridge, Surrey, who adver- 
tise Weyroc—"*man made” timber. 
The advertisements are placed by 
Messrs. Willing’s Press Service 
Ltd., Incorporated Practitioners 
in Advertising, of Willing House, 
356-364 Grays Inn Road, London, 
W.C.1. 


Weyroc was originally developed 
in the days of shortages as an al- 
ternative to natural timber and ply- 
wood, and is now established as a 
valuable material in its own right. 
It is used by furniture, shopfitting 
and exhibition standfitting trades 


and is also used in building and 
shopbuilding, for flooring, etc. It 
is sold through the usual wholesale 
and retail trade channels. 

We shall consider two advertise- 
ments of Weyroc in the * RADIO 
TIMES”, one on August 1Sth, 
1952, and the other on October 
3rd, 1952. Both were one eighth 
page at £400, both appeared on the 
inside front cover (a composite 
page) and the layout and the copy 
were identical. 

It will be observed from the ad- 
vertisement reproduced here that 
there is a small box with an illus- 
tration of a book and a headline— 
“T/V Table for 25/-"'. This book 


is offered at the price of 1/- direct 
from the advertiser. 

The August 1 Sth insertion pro- 
duced 2,008 orders for this book 


and the October 3rd_ insertion 


2,541 orders. The August insertion 
pulled replies till the 22nd of 
September—a “‘life”’ of just over a 
month, and the second insertion— 
up to the date of writing—had a 
“life’’ of a month and three days. 


The first insertion, during the 


currency of the issue (August | Sth 


to August 23rd), pulled 1,301 


orders. After this issue was pre- 


sumably discarded, a further 707 


RADIO TIMES FOR ADVERTISING 


Average weekly Net Sale (A.B.C. Jan.-June, 1952) 7,792,919 copies 
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in tae RADIO TIM 


orders were received. In the case 
of the second insertion, during the 400 
currency of the issue (October 3rd 
to October 11th), 1,767 orders 
were received and when the cur- 
rency ceased a further 774 orders 1*" 
were received. INS. 


300 


oO 
— 
— 


It is of interest to note that the 
post-currency period produced, in 
the first case, 35°2°> of the total 
and, in the second case, 30.46" of h 
the total. The two graphs show 
the pattern of response. 200 


NUMBER OF REPLIES 
°o 


uw 


Our clients were somewhat 
surprised to receive such com- 
paratively large numbers of orders, 
for the box with the offer of the x 
book was merely an afterthought 
to add to the interest of the 
advertisement. 


~_ 
> wa 


3S 
3S 


18) 
~s 9 10 It 12 15 16 17 18 19 22 
eK, SEPT. 


> ~ 
. 


From the clients’ point of view, 
the book is merely a side-line ; 
what counts is the growth of retail 
trade orders with each advertise- 
ment in the “RADIO TIMES”. 

This is what Mr. H. F. Overy, 
A.I.P.A., the Managing Director 
of Messrs. Willing’s Press Service 
Ltd., has to say on this subject: 


e) 
18 19 20 2) 22 252627 282991234589 
AUG. SEPT, 


400 10 


ww ~ 
\ Qno 


NUMBER OF REPLIES 
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““Weyroc “man made” timber 
is a product for which there is a 
great and natural demand and the 
results of advertising in any med- | \ 
ium can be fairly checked by the 
direct response which is achieved. \ 

We have found “RADIO 200 0 
TIMES” absolutely outstanding : 
in this respect. /ts effects are 2524 27262930313 4 5 6 
threefold : (a) we have sold a OCT. NOV. 
number of explanatory booklets 
direct and also through the book- 100 \ \ 
stalls (b) we have created a public 
demand throughout the country Y \ 
and (c) we have built up the 
number of trade stockists of \ 
Weyroc ** man made” timber. \ 


eres. ae @) 
For this product, I am inclined 
io mused “RADED Tae” 2s 67 8 9 1013 1415 16 17 2021 22 23 


oO 

= 

. 
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a complete National Advertising Oct. 

Campaign in itself ; certainly it 

would not be possible to repro- The new issue of ‘Facts, Graphs, and Figures’ for the RADIO 
duce its effects in any other way TIMES is available for distribution and will be sent free 
for the small amount of money.” of charge to principals writing on their business letter heading. 


with A STRONG PULL ano a LONG PULL 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place. London, W.1 


Sells Limited, Brettenham House, Strand, W.C.2 


~ ee 4 Se 8 i \ : aa - ie * Aas: aed : . 4s a : A , nt oan x, & : 
ee 
Oe Qa Bee 
a7 Vaseee - 
Wii nen00 
AW oe ; 
TT ee ew 7 
BRE (eumss ewan a 
an Pr Ny Z 
—Jan it |] wii a 
‘====~ Seen CCC 
BEEREREEE, | eeeeeee : 
Lennon TTT TTrei - 
Siaceeess| [Geese 
SoS See eee & 
[MaeRABaA Serer rT 
BERREESS BE senene rec " 
one. . oo . . 2 2 ee eee eg 
fo | 
SSGGR ER Eee SREREGEKS ‘ 
rie. ee es 2 es ry TTT 
227 ease - 
| | | wes 
* F. 
. oa 
iv 
‘ 
" es - 


ADVERTISER'S WEEKLY 


The Frujade Poster 


Games bows himself out 


For the purposes of the Frujade campaign story, it can be assumed that the 
manufacturers of Frujade, being admirers of Games posters, asked the Ad. Weekly 
Advertising Agency to commission him to design one for their new fruit drink in 


tablet form. 


holding Games in the highest esteem, had in fact other ideas. 

Here, in the seventh article of the Frujade series, ABRAM GAMES declines the 
commission, explains why, and makes some constructive suggestions. In the next 
article Howard Wadman, as the art director and another poster designer, George 
Brezinzski (Karo), will discuss the problem and comment on some of Games’s points. 


VHE first essential of a good 
poster is that its designer 
should feel interested enough 
in what he is doing to make a 
first class job of it. If he is 
not set afire by the possibilities 
of his subject, he is misleading 
himself and his client in 
attempting it at all. 

Design is much more than a 
matter of a cheque on comple- 
tion of the job. It is the fulfil- 
ment of the client's purpose 
through the designer. Looking at 
our hoardings, it is not difficult 
to spot those posters whose 
designers are misfits. They look 


~ \ 
XS AN \\\\ \\i lh 
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definitely uncomfortable and one 
at once thinks of a more natural 
solution by another artist. The 
fault lies with the person com- 
missioning the poster as much as 
with the designer. 

Choosing the right man for the 
job is an art in itself and unfor- 
tunately it is the wrong man who 
so often accepts the job. 

What considerations decide the 
right man? Obviously the nature 
of the job itself rather than per- 
sonal tastes. The more | watch 
the development of the Frujade 
campaign, the more certain I 
become that this poster is not my 
line of country. 

This is a launching campaign 


HEAD OFFICE - - MAIDSTONE 
LONOON - 80 FLEET STREET 


This was done, but with some misgiving, for the agency, though also 


Games is worried 
about this solution 
to the visual design. 
The theme does not 
satisfy him as 
entirely sound 
reasoning. If he 
were 10 design the 
poster, his solution 
would be very dif- 
ferent—and _ this 
would not do. 


where the product is introduced 
to its young public for the first 
time. This suggests a direct. 
almost documentary approach 
with the product itself shown in 
an appetising way. Not much 
room here fer manoeuvre with 
semi-abstract conceptions. In 
fact it would be like using a 
plane where the chisel is called 
for. The more realistic the draw- 
ing, the greater the appeal. 
Youngsters like to see the gilt 
on the gingerbread, the highlights 
on the fruit and the bubbles in 
the glass 

1 suspect the moment o) 
greatest excitement jor the buyer 
of Frujade Tal jets is when the 
tablet is dropped into the glass 
and begins to effervesce. This is 
a natural preference and 1 see 
no way of showing it without 
using a_ lively and realistic 
presentation, There are poster 
artists who can do this sort of 
thing much better than I can. 

The finished art work for the 
Press advertisements is technically 
excellent but would give no 
opportunity for continuity to a 
poster designer. It remains 
strictly a black and white draw 
ing and in fact seems to me a 
trifle formal for its subject. There 
are now two separate versions of 
the theme in this campaign and 
I believe the inevitable third from 
your poster man would tear the 
visual continuity apart. 

How about the background to 
the tablets, the original fruits? 
Howard Wadman is right when 
he suggests that Peter Ray's 
excellent pack and outer might 
be more “fruity.” Ray had drawn 
the fruit simply and effectively, 
yet Wadman wants more than 
that. Impossible without more 
realism. He also suggests human- 
ising the fruit. Dangerous ground 
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here when one remembers the 
work of Lewitt-Him for 
Schweppes. They too humanised 
fruit and so took jt into the semi- 
abstract field. But Schweppes 
have been in the market for a 
very long time and their name 
has meaning. Frujade is quite 
new and must impress itself 
gradually. Above all, its imag- 
ery must be individual and not 
likely to be confused with other 
soft drinks especially. Far better 
stick to the fruity appeal and rely 
on the youngsters’ appreciation. 
Avoid the more sophisticated 
approach. 

i am a little worried too about 
the solution for the visual design. 
It boils down to a unit of fruit, 
juice drops and a tablet in a glass 
of water. A few lines back I said 
that the moment of effervescence 
was probably the most exciting 
for the youngster. But has not a 
Pictorial representation of a tablet 
in a glass of water other associa- 
tions too? Pills or aspirins for 
instance are not quite as pleasant 
but are administered in the same 
way. True, there is the squeezed 
fruit juice transforming itself into 
the tablet but the glass-tablet 
unit is still the climax of the 
drawing. Cover the remainder 
and see for yourself. 

Now, in the case of this cam- 
paign, I believe the poster should 
carry on the theme of the general 
publicity. The theme as stated 
does not satisfy me as being 
entirely sound reasoning. If 1 
were to do the poster I should 
have to tackle this at once and 
the result would be very different 
and probably unrecognisable as 
the theme of the remaining pub- 
licity. That would not do. 

To be helpful as well as 
critical, could not your artists try 
to get closer in? For instance 
depict the tablet as fruit in the 
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Starting at the top 


A RECENT SURVEY proved that one reader in every three 
of THE FINANCIAL TIMES is a Director of a Public Company. 
It is sate to say that every man whose vital 
decision sanctions the purchase of new industrial 
plant and equipment reads this newspaper 


every morning. 


These facts make THE FINANCIAL TIMES 


of all 


the essential cornerstone 


industrial advertising. 


Sidney Henschel 


ADVERTISEMENT MANAGER, 72 COLEMAN STREET, LONDON E.C 
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ADVERTISER'S WEEKLY 


THE FRUJADE POSTER—continued 


glass of water, complete with 
bubbles. The right drawing could 
be made to combine both these 
clements simply and appetisingly 
as well as realistically. It would 
remove the medical aspect im- 
mediately and be far nearer the 
truth of the Frujade process, Not 
merely a tablet giving off bubbles 
but a fruit-tablet giving off fruit 
flavour with its bubbles at the 
psychological moment. 

The name Frujade is good. 
Simple to read and easy to 
remember. As originated by 
Wadman and developed by Ray 
it is very suitable for press and 
packaging. As a poster type it 
would be difficult to handle. The 
wide top and narrow base make 
it spiky in appearance and top 
heavy when used in a large size. 
The larger the more pronounced 
its faults become. 

Somehow, I believe that even 
this fault could be turned to a 
virtue if used imaginatively. But 
it would be very different from 
the present theme again. The 
characters of both lettering and 
glass are deliberately or accident- 
ally the same, Both have wide 
tops and narrow bases. The 
natural use of the glass as part 
of the name block would bring 
your names on the product much 
closer together than your present 
two part solution. The two 


** Have you heard?” 


examples given of my own ap- 
proach reveal trade secrets, I 
know. but serve to show that it 
would be very difficult for me to 
fit in without upsetting the apple 
cart entirely 

This basic difference of ap- 
proach might have been turned to 
advantage had all the designers 
concerned been invited to discuss 
the early project drawings. At 
that time, their pooled experience 
and varied reactions could have 
produced a much more powerful 
and adaptable basic theme. 

If indeed you want your basic 
theme taken along in some recog- 
nisable way, you should steer 
away from designers with a per- 
sonal way of thinking and invite 
one who wil! develop your ideas 
into a well drawn and exciting 
poster. You will, incidentally, 
have a much wider field to choose 
from. The executant rather than 
the originator is your man for the 
job in view of the particular 
requirements 

The time to call in the latter type 
of designer is when Frujade is 
well and truly launched. A strong, 
reminder poster with a_ fresh 
appeal would then be of far 
greater value than now. In fact 
the inevitable monotony of a 
campaign on a given theme would 
be broken most effectively by the 
surprise element of the indepen- 
dent solution. 


tdoor advertising 
know-how 
Continued from page 144 


defined it is simply a collection 
of “potential rememberers.” 
cannot assume that the intensity 
of the impact provided by adver- 
tising in such different media as 
the poster and the press, is the 
Using the Reading sur- 
vey figures we can arrive at a 
figure of “cost per 1,000 oppor- 


different poster campaigns. 


campaigns are very close to the 
average, which is 119d. per 1,000 
(see Table 3, page 144). 


Luton survey can be treated in 
In Table 4 (page 
144) cost per thousand opportuni- 
ties-to-see is shown for the two 


JANUARY 22, 1953 


campaigns in these two towns 
(including hinterland) 

The average is considerably 
lower than the average for the 
six Reading campaigns in view of 
the fact that the people living 
in the areas surrounding Wigan 
and Luton have been included. 
When cost is calculated for the 
towns alone, it averages about 
0-96d. per 1,000 (Table 5). 

Ihe recording of only regular 
journeys in Reading may well 
account for this discrepancy. 
However, we have yet to account 
for the marked difference between 
Wigan and Luton (Table 5 shows 
the Luton campaigns to be much 
more expensive than the Wigan 
ones). Although more research 
work needs to be done on this 
subject, it is interesting to note 
that the density of population in 
Wigan is nearly twice that of 
Luton, and it is reasonable to 
suggest that population density 
has an important effect on the 
average number of opportunities- 
to-see. 


V—COST PER 1,000 OPPORTUNITIES TO SEE 
(LUTON AND WIGAN, CENTRES ONLY) 


No. of 
O.T.S. | Total | Cose 
| ; | fer | costof | per 
Audience | member of} Total | display | 1,000 
audience | O.T.S. | in | O.T.S 
per week Pence | in pence 
| | 
26-5 | 1,423,000, 1,125 0-79 
46-3 | 2,588,000 2,250 0-87 
16-2 1,013,000 | 1,125 1-11 
28-0 =| 2,086,000 2,250 1-08 
| 0-06 


“ That ‘Style for Men’ is being increased in 


size to 9}” by 7}" with the April issue? Full 


particulars can be obtained from the Advertise- 


ment Manager ‘ Style for Men’, Drury House, 


Russell Street, London, W.C.2.” 
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Transportation Advertising 


British Transport offers a surprisingly wide, 
effectively useful range of opportunities for astute 


advertisers and their Agents. We know how easy 


| | IN : | | RT [IPs { it is to overlook the obvious . . . so, intending to help, 
b we announce two series of information sheets... 
+ V8 3 7 Oe 
/ a) 


For Executives — 
FACTS about British Transport adver- 


tising, presented in an up-to-date, easy 


Hf 


i 


to-find-and-file form. Prices, sizes, series 


= § 
— 


rates, audiences, coverage by areas 


everything youl want to know ina handy 


—— 


series of monthly information swmnmaries. 


.. + Here is the first. 


~~ 


— 


[it J 


>———.._ For Art Directors — 
/ ~hte~ FACTS about creative matters, sup- 
/ —_ 


plied by a bi-monthly TAB (Transporta 
tion Advertising Broadsheet). TAB helps 
with such things as sizes, surround colours, 
notes on site lighting, together with exam 
ples of successful designs... Here's TAB 


number one, 


Please remember that we're here to help 
,°? RING TEMPLE BAR 3490 AND ASK FOR THE 
Brit sh = ” AR 3490 AND ASK FOR THI 
e INFORMATION SERVICE or call. Certainly let us 
know if you didn’t get the first of these sets in the post 


Tra nsport last week —they’re going to be well worth reading 


” 


Advertising gets things moving 


COMMERCIAL ADVERTISEMENT OFFICER * BRITISH TRANSPORT COMMISSI’ 
CRANBOURN CHAMBERS © LEICESTER SQUARE STATION *« LONDON WC2 + TELEPHON! ! 1AR 44QGO 
SCOTTISH OFFICE: ADVERTISEMENT MANAGER * 7 CASTLE TERRACE * EDINBURGH 1 * TELEPHO" PAINBRIDGE 5222 
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In designing a Road Safety 
show for the Corporation a Glas- 
gow advertising agency has pulled 
no punches The exhibition, 
which opens on February 7 in the 
McLellan Galleries, delivers the 
message of Road Safety with 
hard-hitting blows right from its 
title “Stay Alive!” 

One of the main problems of 
Road Safety exhibitions has 
always been that of the “Pill in 
the jam”™--how to educate an 
exhibition-hardened public — yet 
keep them interested; how to get 
people to do things they do not 
feel inclined to do or will prob- 
ably forget anyway ten minutes 
later; how to deliver the pill in 
the jam in an interesting way. 

In tackling the problem the 
agency, Rex Publicity, formulated 
a policy based on three provi- 
sions: 

1. Give different messages each 
to the motorist, the evelist, 
the adult pedestrian, the child 
pedestrian. 

Get exhibits which will 
definitely interest the road 
user—especially the motorist 
and tie them up with the 
Road Safety message. 
Pull no punches. Dispense 
with courtesy and generalisa 
hions, 

The authorities accepted this 
policy wheleheartedly in the 
belief that any new approach to 
the sad problem of Road Safety 
would be better ‘han a dull show 
on “It is your duty” lines. With 
this acceptance of policy, Rex 
went ahead planning the exhibi- 
tion (incidentally on a very 
limited budget) and concentrated 
on the greatest of all psycho- 
logical approaches—-fear. For 
this show at least, the “courtesy” 
angle was played down. In its 
place evolved the theme “You do 
this—or you die! Take your 
choice.” 


Unusual, odd 


r and interesting 

As early as July the agency 
began a search for unusual, odd 
and interesting items to show at 
the exhibition——-even going as far 
as asking for the B.R.M. motor 
racing car! The idea was to get 
exhibits which would attract 
Scottish motorists and other road 
users regardless of the nature of 
the exhibition. Many of the 
larger car and car accessory firms 

local and national—immedi- 
ately offered help. Almost all had 
something to attract the public 
Letters were written to Canada, 
Australia and U.S.A. asking for 
the loan of photographs and 


Nm 


w 
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HITTING HOME A HORRIBLE TRUTH— 


Glasgow safety show 


By a correspondent 


posters—anything unusual, any- 

thing worth seeing, anything that 

would get the message over. The 
response from these countries was 
overwhelming. 

On February 7 the results of 
this limited budget show will be 
seen by Glasgow. Among the 
more interesting exhibits will be: 

1. A veteran motor car of 1898 

from the world-famous col- 
lection of John C. Sword. 

. What is left of a brand-new 
car which hit a lamp standard 
at 65 m.p.h. The driver had 
had four drinks. (The engine 
has telescoped into the rear 


nN 


‘Sensationalism’ will be the keynote of a new 


JANUARY 22, 1953 


preserving their own lives 


the solution. 


How to get members of the public to take an interest in 
that was the problem. A 
straight-from-the-shoulder exhibition is put forward as 
Fear is its weapon. 


part of the car.) 
A model of a new type of 
commercial vehicle not yet 
in production with the very 
latest in safety lighting. 

.A brand-new luxury car. 

. Posters from all over the 
world. 

.A picture gallery for adults 
only showing unpublished 
shots of actual road accidents 
and their effect on human 
beings—-dead and __ alive. 
People of nervous nature are 
warned not to see them! 

. One of the first motor cycles 
in the world. 


a 


aS. 


= 


~~ 


8. A specially constructed dis- 
play with a red signal lamp 
which lights up at the exact 
time there is a road accident 
in the Glasgow area. 

9.One of the most unusual 
bicycles ever made. 

10. Goldfish and white mice 
which obey the red, amber 
and green of a set of “traffic 
lights.” 

These are only a few of the 
many exhibits at this “Stay Alive” 
show which promises to be, at 
least, the most “‘straight-from-the- 
shoulder” Road Safety exhibition 
Glasgow has seen. 


Smoothing the path for 


new exhibitors 


4. XHIBITIONS are on the 

4 increase. Every year more 
firms join the ranks of exhi- 
bitors. Some of them have 
little experience of the prob- 
lems they are likely’ to 
encounter. Let us look at some 
o/ these problems. 


The stand 


The site allocated by the 
exhibition authorities should be 
reconnoitred well in advance of 
the exhibition opening date, and 
preferably while an earlier ex- 
hibition is in progress. No work 
should be begun on stand con- 
struction until this inspection has 
been completed. The position of 
the stand relative to the main 
entrances, thoroughfares and exits 
should be carefully marked on 
the hall plan, together with com- 
ments on ceiling height and over- 
head lighting. The latter point 
is Most important as it is gener- 
ally necessary for exhibitors to 
install additional lighting. 

Some national exhibition halls 
have roof-supporting pillars which 
might well influence the stand 
design, and which, quite often, 
are not clearly shown on the 
exhibition plan. It has happened, 
too, that the drawings have been 
misunderstood by the exhibitor 
with disastrous results. 

Design of the stand should be 
in keeping with the exhibition 
generally, and in colour should 
harmonize with the — standard 


By G.S. HIRST, A.M.I.A.M.A. 


colours of the exhibits. It is 
advantageous if the exhibitor can 
provide rough visuals, indicating 
from a technical angle how the 
exhibits should be displayed, but 
the design and presentation of 
the stand should be left to pro- 
fessional exhibition stand design- 
ers and fitters 

If the exhibits are particularly 
heavy or bulky, the exhibitor 
should submit his proposals to 
the organisers at an early date 
and obtain their advice and 
approval for installation —an 
action which might save consider- 
able trouble at a later date. 


Furniture 


Even on the smallest stand it 
is advisable to have an office 
building in which attendants can 
discuss sales or technical prob- 
lems with visitors. An office also 
gives the attendants the oppor- 
tunity to remove themselves from 
the “shop window” occasionally 
to relax in comfort. The interior 
of the office should be as com- 
fortable as the appropriation will 
permit and should contain a desk 
and one or two easy chairs. Pro- 
vision must also be made for the 
hanging of hats and coats, and 
a waste paper bin should not be 
forgotten. Furnishing must, of 
course, harmonize with the gen- 
eral colour scheme of the stand. 

In addition to the office furni- 
ture it is usually advisable to 
have one or two tastefully 
designed easy chairs and perhaps 


a small table on the stand itself. 
All furnishings can be hired from 
furnishers approved by the orga 
nisers. 


Insurance 


It is the responsibility of the 
exhibitor to insure his exhibits 
during transit to and from the 
exhibition and also whilst the 
exhibition is in progress. He is 
also resvonsible for covering the 
stand during this period, though 
insurance during transit is usually 
arranged by the stand fitters. 


. 

Stand cleaning 

Professional cleaning agencies 
are usually recommended by the 
exhibition organisers and it 1s 
advisable to employ one of these 
For a relatively smal] charge, the 
stand is cleaned thoroughly each 
morning before the exhibition 
opens. The cleaning of the 
exhibits, however, must be car- 
ried out by the exhibitor’s own 
employees. 


Fire extinguishers 

Fire extinguishers should be 
provided and kept available for 
immediate use in case of emer- 
gency. 


Stand telephone 


Arrangements for a telephone 
to be installed on the stand can 
be made through the area tele- 


Continued on page |59 
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A drum 


for Monsanto... 


‘ 
Certain Monsanto products are best packed in 
fibre drums. Bowaters are proud to declare that 
they are makers of fibre drums for these famous chemicals. 
A routine production job ? It depends what you mean by routine. For these drums 
have to satisfy stringent tests for water resistance, compression, side wall and end strength, 
bursting strength ... A competitive job? That's the point. 
And the Bowater Packaging Service isn’t just a roll of drums. Bowaters make multiwall 
sacks for sugar and spice, bags tor cereals and nylons, wrappers for biscuits and bread, 


corrugated cases for soap and sauce... 


NOW —what can they do for you ? 
Come and see for yourself at the Packaging 
Exhibition, Olympia, 20th 30th January, 1953 


> ia THE PACKAGING DIVISION OF THE BOWATER ORGANISATION 


Bowaters Sales Company Limited, Harewood House, Hanover Square, London, W.1 
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McDOUGALLS 


for the Grocer 


They all rely on the 
GARTSIDE 


display service- 


because we give Quality with Quantity, and Service 
with Civility. 
We can definitely help you if you give us the opportunity. 


Be amongst the leaders— with Gartside, the complete 
nation-wide service. 


BRYLCREEM 


for the Hairdresser 


ere 


yr the Chemise 


OLDHAM 


for the Garage Man 


MAYFAIR 


for the Confectioner 


EVEREST 


for the Draper 


Mavytur 
Mayle 


vos 


GARTSIDE DISPLAY SERVICE LIMITED 
rn Harrow Road, London, W.9. LADbroke 2712 


ROBERSONS | 


FOR 40 YEARS MAKERS OF 


FASHION BOARDS 


‘HOT PRESSED’ ‘NOT’ SURFACES, 


ARE PLEASED To ANNOUNCE A 
CONSIDERABLE 


REDUCTION IN PRICE 


NOW AT 45- PER DOZEN, WITH SPECIAL 
TERMS TO STUDIOS 


ROBERSON & C° L' 
71, 


PARKWAY, LONDON, N.W.1! 


TELEPHONE GULLIVER 1163 


-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 
KHON» 
P E) 
TERMINUS 
2691/4 


The only kind of speed thot our customers are interested in 
« SPEED COMBINED WITH RELIABILITY — which «© the 
kind of service that Strand Litho has been consstently giving 


since 1936. At Strand Litho every department is planned to 


handle your plotemaking with smooth efficiency, from 


idea to finished plate. So to be sure of quick, friendly, 
Personal attention to every detar! 


Phone Strand Litho 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD 


LONDON 


156 


RONALD VICKERS, off to 
_ Australia this month, says 
| ‘Adiew’ with— 


A CROW OF 
DEFIANCE AT 
DOUBT AND 
DESPONDENCY 


OR those who prefer to 

face the atomic age with 
the help of a little liquid 
encouragement the new labels 
for Courage bottled beers will 
make a dramatic appeal. Cen- 
tral feature of the design is the 
Courage cockerel, which crows 
defiance at doubt and despon- 
dency from placards and 


| posters. 


This cockerel is a bird worth 


keeping. It is designed and used 
; as a trademark should be: not 
introduced apologetically into 


some insignificant corner of the 
label, nor making a microscopic 
and smudgy appearance in the 


waste places of press advertise- 
ments, but crowing its message 
with importunity by the bold 


and vigorous way it is drawn and 
featured. 

Milner Gray, designer of the 
label, has given the trademark 
exactly the right position on his 
labels, so that it dominates but 
does not swamp the other features 
of the design. The oval shape in 
which the label is cut has been 
adopted as the basic spacial 
theme, both minor 


major and 


In the Mitre range, too, the trade 

mark plays an important part— 

and “has been used to the best 
advantage 
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“This cockerel is a bird worth 
keeping. It is designed and used 
as a trademark should be.” 


lettering being printed around 
the central feature in borders of 
varying widths. 

The vigour and attractiveness 
of these Courage labels would 
avail nothing if the different 
brews, pale ale, brown ale, stout, 
clc., were not immediately distin- 
guishable on sight. Gray has 
used colour to achieve the neces- 
sary distinctiveness, so that only 
a glance is needed to identify each 
particular brew. 


* * * 


Ave designed by Milner Gray 
is the fine range of packs 
gradually being introduced by 
International Tea Company 
stores for their Mitre range of 
tood products. Here again the 
trademark has been used to the 
best advantage. The shape of the 
mitre has been slightly modified 
to allow for clearer reproduction 
and to fit in with the modern 
style of the new designs. 

The modified trademark used 
for the new designs is given space 
to make itself seen. In the designs 
for tinned fruit and vegetables 
for example, the trademark is 
large enough and clear enough to 
be noticed at shelf distance. Thus 
the product is not only given a 
branding device which picks it 
out from very similar articles in 
the shop, but one which claims 
immediately the goodwill attached 
to other items in the Mitre range. 
Superb drawing and perfect lay- 
out make these Mitre tins the 
best of a very good bunch. 


- * . 


UST a few modifications in 
the layout of Phensic's hottle- 
label have made all the difference 


fo its attractiveness and read 
ability. The copy has been 
reduced from fifty to a dozen 


words, giving the desien a much 
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cleaner look and making the 
branding stronger. Excess copy 
has been switched to the back— 
where it belongs. The house 
colours, green, red and black are 
used on both labels and carton. 


* * * 
NE of the best marketing 
ideas in years is the new 


Clayton range of fruit juices. 
Anyone who has ever done the 
household shopping--and every 
advertising man should do i 
every now and then—knows what 
a curse it is to carry home bottles 
of liquid. The 


Clayton “carry 
home” pack overcomes this objec- 
tion. It is admirably designed 
by W. M. de Majo and should 


create impulse sales which will 
be all the more profitable for 


Advertising men should go shopping, says Ronald Vickers. 


do, this new Clayton 
only a little .. 


“carry-home” pack will save them trouble. 
. it contains fruit juices! 


Window 
- Displays 


being in halt-dozens instead of 
in ones. 

Another point about the Clayton 
range which deserves commenda- 
tion is its suitability for purposes 
which in this country are as yet 
hardly provided for at all, such 
as touring and picnicking. Best 
of all the Clayton “carry home” 
pack provides the ideal solution 
to that previously unsolvable 
problem—-what to take when 
re a sick friend. 

* * 

M’* own favourite design on 

current display in the chain 
stores is the Amami hand jelly 
tube and carton. So few of the 
manufacturers using this type of 
pack for their products show 
imagination in the 


choice of 


If they 
But 


161a—166, Strand, be 


Temple Bar 6089 & 6357 


Favourite from the chain stores. 
It combines boldness of display 
with delicacy. 


design that a praiseworthy pack 
is all the more welcome in this 
field. 

The layout is longitudinal! 
allowing plenty of space for the 
clear and altractive arrangemen! 
of lettering. A pattern of bold 
stripes forms the background and 
the name Amami is framed by, 
the same floral drawing as is used 
for other packs in the Amam 
range. 

This pack combines success 
fully the boldness required fo: 
effective display with the delicacy 
needed for articles of a ladics 
toilet. Design credit: Design 
Research Unit, 

* * * 
HE bold label on th 
Ronsonol lighter fuel pack 


printed in red, yellow, black and 
white, gives prominence to thi 


name and makes the best use of 
the attractive flame motive. A 
allows for a 


new pourer device 
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continuous flow and can be 
accommodated beneath the screw 
cap when not in use. Designer: 
W. M. de Majo. 


Be. sre” ee 


* * * 
| EMINGTONS have defied 
artistic conventions in the 


design of their shave lotion car- 
tons. Instead of a dark coloured 
base with lighter colours above 
they have used canary yellow for 
the bottom strip, with blue above. 
the yellow is continued round 
the sides and repeated on the top 
surface, giving the design a very 
colourful originality. Large 
white letters are used for the pro- 
duct name and a pattern of white 
lines surrounds the central panel 
a typically modern device. 


* * * 


ly is an odd thing, though per 
haps not so very odd, that 
the trade which spends the most 
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Officially approved by the Coronation Souvenir 


Committee of the 


Council of Industrial 


Design, these pencils are delightful sou- 


venirs and astonishingly inexpensive. 


Finest quality, British made with super 
grade HB lead, brilliantly finished in 
the Coronation colours of red, 
white and blue, heavily gold- 
embossed and highly pol- 

ished and varnished—this 

is the ideal Coronation 

advertising gift. Space 

is left on the sleeve 

for the adver- 

tisement of 

the giver. 


We 

enquiries 
Advertising Agents, 
Advertising Managers, 
Consultants and Contrac- 


invite 


from 


tors—in fact anyone inter- 
giving 
souvenirs of this historic occasion. 
DELIVERY FROM STOCK. IMMEDI- 

ATE DISPATCH. SMALL OR LARGE 
QUANTITIES. KEENEST PRICES. Please 


ested in using oF 


write for samples and price. 


(Dept. A.W.1) Sun Buildings, Park Row, Leeds, | 


SCREEN 
PRINTERS 


Specialising in 


BANNERS 


FOR ALL TRADES 


consult 


Kandor 


19 CONDUIT ST. 
LONDON, W.1 


iH 


MM: 


DOASPLAN 
S\XK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLENDER PLACE, CAMDEN TOWM am, 
€USrTon 1416-7 


VISIT OUR}. 
CORONATION 
DISPLAY 
SHOWROOM! 


ne 


Telephone Mayfair 0033/4 = — 


LONDON 
LITHOGRAPHIC CO. 
CHROMO POSTER 

SPECIALISTS 
| ANY SIZE 
| Can accommodate a‘few fur- 
ther contacts to reproduce 
first-class litho posters. 
Apply Works : 
34 CAMBERWELL ROAD, 
LONDON, S.E.5. Rodney 3754 or 
1 Office 
HAMPDEN HOUSE, 84 KINGSWAY, 
LONDON, W.C.2 
Holborn 0383 ref. R.B. 


BY PRACTICAL 
ENGINEERS... 


Whilst 
specialise 


it os true chat 
in high quality art 
technical 


we 


work for accounts 


we sre also well known 


for the excellence of our 


general art. Our service ts 


efficient and prompt 


OUPt2E 


| WERERER WOULE —e steer LONDON w 
museum (065 


158 


Review of Packaging—continued 


money on sales-appeal packaging 
often produces the most ghastly 
shapes and designs to be seen out- 
side of a nightmare. I refer to the 
toilet and perfumery trade. Out 
of dozens of efforts there occa- 
sionally emerges a bottle shape 
which is practical, attractive and, 
if we are very lucky, even beauti- 
ful. 

Far and away the most attrac- 
tively designed bottle I have seen 
this year is the one Bronnley 
have adopted for their Hearts and 
Flowers range. In shape it has 
much of the distinctive dignity of 
a Henry Moore statue. It man- 
ages to combine this dignity 
however with that lightness and 
femininity of appearance so es- 
sential to packs selling in this 
market, Having neither the ultra 
simplicity nor the convulsed com- 


JaNUaRY 22, 1953 


plexity which make 
perfume packs 
recognise—without reference to 
the label—it scores a good point 
for Bronnley branding. 

The labels are as delightful as 
the bottle, and the finishing touch 
to this truly inspired creation is 
provided by a charming little 
sprig of artificial flowers tied 
around the cap. 


so many 
impossible to 


* 

4 iy ~ ‘oie $s campaign by the 

electric lamp makers has had 
more support than usual from 
their packaging departments. 
Osrams are now using the multi- 
pack principle, a method already 
proved successful by other users. 
Bold printing and the ease with 
which units of different sizes can 
be senarated make for handy and 
eye-catching display. 


BIRDS EYE DISPLAY ON VIEW 


CCCC G9 


Seabee 


eX) ar? rae 
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ah pa YY OOOO) 
x) x x SN 
BOREL 


Over the last twelve months, Birds Eye have issued to their 


retailers the 22 


window streamer below, 


photogravure-printed showcards are 
illustrates the waste elimination ste 


the argument that quick-frozen foods are expensive. 


“washing line” display—colour pic 


to hang above the cabinet or in the 


display aids illustrated here. 

Picture above: The window pelme 
so that it can be adapted to fit different windows. 
it has a spongeable 
three of the five window bills are printed in fluorescent inks. 


t at the top comes in three pieces 
Like the illustrated 
varnish finish. Right: 
The five 
spongeable and include one which 
ry, providing a visual answer to 
Bottom: The 
tures strung together with cord 
window. 


Picture below: A Frofrute window bill and a trade mark transfer. 
Five leaflets for distribution to customers are flanked by two cut-outs 


of the Birds Eye chick. 
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Display shows 


a et 
eae 


) Smoothing paths 
( for exhibitors 
)) continued from page 154 


phone manager. Full instructions 
concerning this are usually con- 
tained in the notes issued to 
exhibitors by the organisers. 


Stand photographs 


Photographs of the exhibition 
stand are essential for record-and 
publicity purposes, and while 
some exhibition authorities per- 
mit exhibitors to make their own 
arrangements, others insist that 
photographs should be taken only 
by the official photographers who 
have been given sole rights. It 
is advisable to make prompt 
arrangements so that the photo- 
graphs will be taken early in the 
exhibition period, when stand 
and exhibits are looking their 
best. and when trade and other 
papers still consider pictures 
news-worthy. 


te @ 
Visitors book 

A good, well-bound visitors 
book which can be used year after 
year, is mecessary, chiefly for 
sales records, follow-up purposes 
if no immediate sales are made, 
and for transfer of prospects to 
the mailing list. 

* * * 


Finally, it must be emphasised 
that neither stand nor exhibits 
can be removed from the exhibi- 
tion without the written authority 
of the organisers. The necessary 
documents should be obtained 
when removal arrangements are 
being completed, preferably a day 
or two before the close of the 
exhibition. 

Provision should also be made 
for the safeguard of exhibits and 
fittings during the period the 
exhibition hall is unattended— 
from the date the exhibition ends, 
until removal begins. 


new I.C.I, 
labels 


OLLOWING the introduc- 

tion of a new range of 
labels for their products, the 
plastics division of Imperial 
Chemical Industries Ltd. put 
two displays (one is illustrated 
above) into their main office at 
Welwyn Garden City. 

They were constructed through- 
out of Perspex and nylon. Hemis- 
pheres of coloured Perspex are 
used to carry the examples of 
new labels stuck down on rect- 
angular pieces of Perspex, the 
bowls being suspended’ with 
nylon monofilament. In the 
background are three lengths of 
Perspex rod upon which are 
arranged circular pieces of clear 
Perspex carrying cut-out photo- 
graphs of typical containers on 
which the labels are stuck. 

The displays were designed by 
Alex Jardine and constructed by 
Plastics Designers. 


Display hints at 


Tea Bureau 


The permanent grocery display 
demonstration centre on the 
lower ground floor of the Tea 
Centre, Regent Street, is proving 
very popular. 


ADVERTISER'S WEEKLY 


AN ESSENTIAL REFERENCE BOOK 
for all users of pictures for reproduction 


BRITISH SOURCES OF 


PHOTOGRAPHS 
AND 


PICTURES 


Edited by G. W. A. NUNN 
** This little book will give more answers to more 
problems than most studios and libraries can 
provide. It lists over 400 photographers and 
photographic agencies as well as numerous 
libraries, museums, and art galleries. In each 
case the facilities available are described and 
actual pictures available briefly indicated. Other 
sections deal with publishers of fine art prints, 
| artists’ agents, art galleries and fine art dealers. 
| Commercial photographers are analysed by 
| counties. 
| There is a subject index which knits the work 
into a very useful and complete reference book.’’ 
Advertiser's Weekly. 


240 pp., Large Crown 8yo, 17/6 net 
RECENTLY PUBLISHED BY CASSELL 
From all Booksellers 


Aim is to encourage a higher 
standard of display in the retail 
grocery trade. One side of the 
room is occupied by five “shop 
windows” in which changing | 
displays demonstrate ways in 
which the retailer can realise the | 
full selling power of his windows 
at Minimum cost. 

Each window has been fitted 
with a variety of lights varying 
from spots to combinations of 


fluorescent lighting which can be 
operated 
visitors. 

The rest of the room is devoted 
to the display materials produced 
by the Tea Bureau, 


independently by 


SOLD FLAKE 


~ Whiisss as ae 


48,000 of, these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing. 


J Another job well done by’. . . 
décor ADVERTISING ca) 


‘ 
24 GLOUCESTER STREET, BRISTOL 2 - TELEPHONE 26817 . 20460 
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Are you missing something? 


Thousands of 
FREE SITES 
at POINT- 
OF-SALE 
gladly 


Write for details of this permanent 
point-of-sale advertising medium— 
it could carry a message for you! 


Catch her eye with your message just when she is about to buy! 
No wonder so many leading advertisers use Redfern Advertising 
Rubber Mats as the essential ‘reminder medium’ in their advertising 
campaign. These mats are welcomed by traders as 
useful furnishings for the shop—that’s why such 
valuable sites are so freely and gladly given. Colour- 
ful, permanent and hardwearing, Redfern Adver- 
tising Mats can incorporate any trade-name, mark 
or slogan in a variety of colours 
DOOR MATS * FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 
can be supplied. Write for folder giving full partic- 
gear ulars of these permanent reminders that are essen- 
tial links with the buyer at the point-of-sale ! 


hie 


ADVERTISING RUBBER MATS 


REDFERN'S RUBBER woRus LIiMIiTteo 
NATIONAL ADVERTISERS’ DIVISION HYDE : CHESHIRE 


T.P.405 Artine Uptem Service 


160 
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DISPLAY AND PACKAGING NOTES 


Attendance at display show 
was ‘disappointing’ 


A. W. J. LinpDseLe-StTewart, 
chairman of the Display Pro- 
ducers and Silk Screen Printers 
Association, is disappointed that 
so few people went to the exhibi- 
tion organised by the Association 
before Christmas, Many advertis- 
ing agents and advertisers. he 
feels, would have been surprised 
at the high standard of the work 
shown. He also thinks that many 
of the younger people in produc- 
tion departments could have 
learnt a great deal about what can 
be done with screen printing. 

* * * 

GILBEY'S are reported to have 
ordered 5,000 of a new kind of 
mobile display (illustrated below) 
being produced by Lanturns of 
Putney. The display, known as 
the Lanturn, looks like a normal 
table lamp with the message 
inscribed round the shade. The 
stand is made out of the pack of 
the product to be advertised. 

Novel feature of the Lanturn is 
that the shade rotates. A 


specially cut vane fitted to the 
top of the shade is responsible 
for this rotating action, which is 
produced by the heat from the 
electric bulb fitted in the lamp- 
holder. A 40-watt bulb is suffi- 
cient to drive the Lanturn at a 
speed of four to six revolutions 
per minute. Rotation can, how- 
ever, be stopped by inserting a 
smal] piece of paper in a little 
cap at the top of the vane. 

The lampshade will carry a 
24 in. long message which can 
be applied by silk screen print- 
ing, offset litho or similar pro- 
cesses, 

* * * 


Coronation stimulus for busi- 
ness has been felt by only a few 
firms in the display industry. 
Explanation is that many com- 
panies are so busy with run-of- 
the-mill work that they have not 
heen able to spare capacity for 
Coronation work. 

Most of the work is being 
handled by those firms who 
decided to mass-produce. 

. * * 


EXAMPLE of what can be done 
for Coronation year is a superb 
calendar screened on to glass by 
R. Foster & Co. (Screenprint) 
Ltd. Highlights of the job are 
two beautiful half-tones of the 
Queen and the Duke of Edin- 
burgh. The design is built up 
from both sides of the sheet of 
glass, thus giving the job an un- 
usual three-dimensional quality. 

* * * 

MARKETING of shoe creams to- 
day, say Propert Ltd., demands 
quick colour recognition. To 
ensure that the eighteen different 
colours of their shoe creams are 
quickly distinguished they have 
introduced new coloured labels 
to match each of them. 


One of a series of window displays designed and constructed by West 

One Studios Ltd. for the Norwich Union Insurance Societies. The 

displays, each measuring 3 ft. x 4 ft., have a flashing unit incorporated 

in the burglar’s torch which illuminates the message every few seconds 
just long enough to be read. 
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ADVERTISING CASE HISTORIES—31 


Guarantee overcame dealer resistance 
despite the depression 


By CHARLES WALLS, 
managing director, Charles Walls & Partners Ltd., Bradford. 


HIS is a success story of a 
luxury product, a deep 
pile, wool rug which was mar- 
keted in the depths of the trade 
recession, when money was at 
its tightest and the retail buying 
bar was in operation in the 
carpet and floorcovering trade. 
Retail buyers agreed that the 
rug was a fine one, its selling 
price was right and its name was 
descriptive, easily pronounced 
and easily remembered. But they 
could not order because the public 
were not buying such goods. 
For a product which the public 
could only be expected to buy at 


THAT FIRESIDE RUG— 

buy the deepest... 

the softest... the cosiest.. . 
the most luxurious .. . 

the one that is guaranteed 

for 3 years! 


-_——~- sight, getting stocks into the 
. pure retail outlets was essential. ‘To 
» wool achieve this, a way had to be 


found which would more or less 
guarantee the retailer his sales. If 
he could be convinced that the 
rugs would sell in spite of the 
general lack of trade, then orders 
would be given. 


rugs 


home’ 
Results were so good that a proposed 
copy change was deferred indefinitely 


Half pages in quality monthly magazines of 
to pull customers to the shops. 


appeal were used 
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Normal advertising procedure, 
it was realised, would not provide 
sufficient incentive to bring about 
stocking up, and a simple idea 
was finally evolved which did the 
trick—the rug would carry a three 
years guarantee that it would 
stand up to fair wear and tear. 
The manufacturers J). L. Tankard 
& Co., Ltd.) could well afford to 
take this step because all the 
materials and the workmanship 
in the rug were of the best. The 
idea was revolutionary in the 
floorcovering trade, it captured 
the shop buyer's imagination and 
orders were placed. Advertise 
ments in the trade press played 
a very important part in achieving 
this end. 

So far, so good. The rugs were 
in the shops. 

The next step was to send the 
public to the shops, and this was 
accomplished by using half pages 
in the quality monthly magazines 
of “home” appeal and quarter 
pages in the big circulation weekly 
magazines of popular appeal. A 
showeard and display pieces in 
hardboard were also distributed. 

The displays were made in two 
sizes, to the complete width of 
the smaller size rug and to the 
complete width of the largest rug, 
for the actual rugs were used to 
complete width of the larger rug, 
was simple in creation. ‘The rec 
tangular background, to rug 
width, was cellulosed black, and 
in the lower half of this the shape 
of a settee, complete with arms, 
was flock sprayed in rust. From 
the centre of the settee seat two 


se THE RIDOUT CUP for the hest Screen Process Print. 
THE DANE TROPHY for the best Mechanised Screen Process Print. 


COMMERCIAL ROAD, GLOUCESTER. 
9 BUCKINGHAM STREET, W.C.2. 
MANC 


BIRMINGHAM i ee me oe ie ee 


* for the fourth time 


RIESTLEYS are proud to announce that they have won 
the following awards in the Display Producers and 
Screen Printers Association 1952 National Competitions. 


THE TRELEAVEN CUP for the best non-mechanised Screen Process Print 


PRIESTLEYS of Gloucester 


Telephone 22281-4 
Telephone TRAfalgar 4277-8 
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SILK SCREEN 
ARTS LIMITED 


Offices + Studios + Works 
97 SHIRLEY ROAD, CROYDON 


Telephone : ADDiscombe 3147/8 ; 7246 


D.P. & S.P.A. 
Competitions & Awards 


We are privileged and proud to 
announce our successes this year. 


ist 2nd 3rd 


Ist International Screen Printer 
and Display Producers’ Award. 


2nd The “Dane Trophy”. 
3rd The “Ridout Cup”: 


Experience and Craftsmen 
are at your service. 


No Local Campaign Is 
Complete Without The 
BOLTON 
STANDARD 


—the town’s brightest weekly, and 
best results for your advertisin 
Circulates in Bolton and surroun 
ing townships, and seen by 80,000 
readers, 8/- per s.c.i. Thursday 2d. 
Don't overlook the claims of the 


BOLTON STANDARD 
Victoria St., Bolton. Tel. 4742/3 
US High Holborn, W.C.I. Chancery 8752/3 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone : POPESGROVE 502! 
Established nearly 40 years 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 


Coronation 
Enlargements 
for display purposes 
are available from 
AUTOTYPE 


Wuserated folder and 
price-list free 


Brownlow Rd. W.13 
EALing 269! 
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The Eleven Local 
Newspapers of the 


HOME COUNTIES 
WEWSPAPERS GROUP 


GET 
HOME! 


They have a definite 

influence on local affairs 

in their own particular 

sphere, in BEDS, HERTS, 

and BUCKS, and are of 

— interest to all mem- 
rs of the family. 


OVER 


126,000 


SOLD WEEKLY 


45/- 2 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton $050 
Adverti Manager: C. W. Gilder 


Aaver 


rl 
INCH 


KOM OS MADAMA 
Send us your 
publishing news! 
CORONATION 

YEAR 


Keen retailers and wholesalers look 
to their trade journal for the latest 
information. 


Send us details of your plans, 
bulletins, specimen copies, etc., for 
free editorial mention in the trade 
journal with by far che largest 
circulation. (A.B.C.) 


Advertisement Rates on Application 
NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


107-111 Fleet Street, E.C.4 
Tel.: CiTy 2604 (4 lines) 


PPVDV PV PV PV\PVP DU’PVP? 


KING-GANTEAUME PRODUCTIONS Ltd 
STRIP CARTOON 


SPECIALISTS 
Advertising * Editorial 


Comic Books ~ Periodicals + Novelties 
2 NOTTINGHAM ST., W.1 WElLbeck 3943 
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Guarantee overcame resistance—-continued 


| pairs of legs protruded—a man’s 


and a woman’s—in such a way 
that the slippered feet were sunk 
deep into the pile of the rug. 
Above this, drawn on the back- 
ground, were conversation 
balloons displaying the conversa- 
tion “Lovely, these Lamtex Rugs” 


and “—The best buy you ever 
made!” — 
The introductory  advertise- 


ments were not “clever-clever” 
but bold and forthright with al! 
the selling points of the rug in 
the headline-—and they worked. 
So much so that they were con- 
tinued in all journals scheduled. 
The follow-on copy prepared at 
the same time as the initial adver- 
tisements was never used——it paid 
to leave well alone. 

By last October the marker’s 
order book was full to the new 
year. And now the order books 
are full until Easter. The Lamtex 
Rug has “got away with it.” 


Trade paper full pages explained 
the scheme to retailers. 


AD. MAN’S BOOKSHELF 


Statistics for 
executives 


An Introduction to Statistical Caicula- 
tions, by J. Mounsey. (English Universi- 
tics Press, 15s.) 

Statistical analysis is being in- 
creasingly used in market and 
media research to-day, and ad- 
vertising executives are being 
forced to learn something of 
Statistical techniques if they are 
to assess the validity of claims 
put to them. Figures cannot lie, 
but liars can figure. 

This work, primarily intended 
for students, will also be valu- 
able to an executive who wants 
to be able to check statistical cal- 
culations without delving too 
deeply into the theory behind 
them. All the formulae likely to 
be encountered are given, with 
instructions for their calculation, 
followed by worked examples. 
There are also other examples 
(with answers) for the reader to 
work.—P.F.D. 


How dollars were 
used as ads. 


Postscript. The Life and Thoughts of 
erbert N. Casson, by Edward E. Cas- 
son. (Efficiency Magazine Ltd., 1s.) 


Suppose your client is a tele- 
phone service in a big city. It is 
falling behind in a race with a 
competitor. What would you do? 

Herbert N. Casson, _ the 
efficiency expert, had this prob- 
lem in Buffalo, U.S.A., many 
years ago. He sent to New York 
for £6,000-worth of brand new 
dollar notes, He got his clients to 
pay all their employees in this 
money and to use it for giving 
change to the public. In two 
weeks all the money was in cir- 
culation. Then he placed adver- 
tisements in the newspapers stat- 
“Have you noticed the New 
Money? This money is being 
paid out by the Bell Telephone 


Co. to give you all a better tele- 
phone service. Some of the money 
is in your pocket. It is outside 
money, brought in to improve our 
telephone service in Buffalo.” For 
months afterwards all new money 
in Buffalo was called “Bell Tele- 
phone money.” 

This is just one of the many 
publicity stunts described in this 
we of Mr. Casson by his 


a his eighty-two years Casson 
wrote 184 books on business, gave 
over 5,000 lectures and, it is said, 
personally increased profits and 
working conditions in over 200 
factories.—P.J.E. 


Biggest-ever 
‘Whitaker’ 


Whitaker's Almanack 1953 (0. Whitaker 
and Sons, Lid., 15s.). 


_ Everyone knows what Whitaker 
is, how indispensable as a refer- 
ence, how complete in its cover- 
age. One can only report that 
this year’s edition, as is customary 
with the first of a new reign, con- 
tains as frontispiece an ecight- 
colour portrait of the Queen. It 
is the largest edition ever to be 
published, containing 1,174 pages. 

A wealth of new material is in- 
cluded covering such wide spheres 
as broadcasting, parliament, trade 
unions, Egypt, housing and 
divorce. 


Men in the 
motor trade 


Who's Who in the Motor Industry, 
edited by Cyrus Andrews (Roland C. Bel- 
lamy Publications). 


_ Two main sections of this book 
list firms and individuals con- 
nected with the motoring industry. 
The “firms” section lists the 
names and addresses, telephone 
number, and names of officials. 
Further details about these 
officials—and other people of 


Continued at foot of next column 


. rs = a 
bes Pp ee 
po “All right, eal : j 

7 sol sea 

q Lamtex rug! 
3 How does the 
oe . guarantee 

——— | See 

C—O a | C= 
; 

| 

. Ape i net Om O10a/ 

.——- _ 

BA _—” | 

ie a 

7 : ae | 

“ Py iit tas pe uae a i i ee re ee eae PS ie , a 3 ta ‘ Z — ae ae 7 ee. ey ae ee 


JANUARY 22, 1983 


Speaking in Public—3 


‘Must be clear, 
concise, convincing’ 


By SIR PATRICK HANNON, M.P. 


N the wide range of activities 

over which public appeal 1s 
made, with ever increasing 
vitality, on behalf of the vast 
array of subjects which are 
submitted for public accept- 
ance by newspaper, magazine 
and poster advertising, the cul- 
tivation of the faculty” of 
expression is eminently desir- 
able. 


Public speaking to fulfil its pur- 
pose. must be clear. concise, and 
convincing The short sentence 
on the Lloyd George model, 
always commended itself to me, in 
an effort to present facts in crisp 
form without a demand on the 
super-intelligence of those to 
whom the spoken word may 
carry conviction and excite 
sympathy. 

The two outstanding speakers 
of my time, have been Mr. 
Churchill and the late Lord 
Birkenhead. Mr. Churchill in 
dealing with matters great or 
small, is always inimitable. The 
late Lord Birkenhead, with mental 
flexibility rarely surpassed, in- 
fused continuous and unflagging 
interest to his discourses. 

To offer statesmen on this high 
leve! as models would perhaps 
demand too much in the worka- 
day activities of those engaged 
in the field of publicity. Intimate 
knowledge of the subject is im- 
perative The cultivation of 


Continued from previous page 


trade interest—-are given in the 
second section, where private and 
business interests of individuals 
as well as their education are 
described. 

Among much other useful mis- 
cellaneous information is a list 
of newspapers and magazines 
which devote part or all of their 
editorial content to motoring 
topics. Names of editors or cor- 
respondents are given with some 
biographical material. 


. . 
Fishing 

The Anglers’ Annual, 19523 
(Millington Publications  Ltd.., 
Ss.) has. in its 76 pages. some- 
thing for every angler. whatever 
his personal proclivity in the art. 
Experts describe latest develop- 
ments in angling technique, and 
there is up-to-date information on 
fishing facilities, old and new, No 
less enthralling. to an angler. are 
the advertisements, from 92 ad- 
Vertisers 


sympathy in an audience, and the 
awakening of live interest in the 
individual listener, demands such 
conviction in the appeal, that the 
listeners will regard the spoken 
werd as a stimulant to. their 
education 

There is a widespread custom 
among persons who address 


Sir Patrick is chairman of 
Sheffields Ltd., the Birmingham 
poster firm; he is also vice- 
president (and a former presi- 
dent) of the Regent Advertising 
Club. Last year he presided at 
the finals of the Clubs Public 
Speaking Contest. 


social functions and business 
organisations, to introduce what 
are called ‘stories.’ Generally 
speaking, the “story.” unless care- 
fully selected and applied in 
direct relation to the substance of 
the speaker's discourse, should 
be studiously avoided 

Briefly, in a few sentences, the 
speaker, on whatever occasion, 
should give thought beforehand 
to his subject, and endeavour to 
relate his discourse to the quality 
of his audience 

Clear-cut notes should be made 
on a half sheet of notepaper, 
studied over and over again, and 
maintained during the speech in 
the erder of their first array 
Speaking slowly and looking 
straight at the listener or the 
audience js commendable 

Always rate listeners or audi- 
ence as tolerably intelligent, and 
commend to their judgment and 
criticism the points which it ts 
desired to establish, rather than 
dogmatise on the main features 
of the discourse 

I have spoken in public on a 
great variety of occasions l 
have from time to time, because 
of indifference to careful prepara- 
tion, made every mistake under 
the sun. As I grew older, I tried 
to do a little preliminary media 
tion, and balance my speech by 
keeping first things first, and the 
least important parts of the 
speech in their fairly correct pro- 
portion, 

Volumes of advice on public 
speaking have been written: 
ancient and modern literature are 
flooded with examples of sub- 
lime and not infrequently deca- 
dent oratory The object of a 
public speech is to impress and 
convince, and in the presence of 
knowledge should be made within 


the limits of clarity and sjm- | 


plicity. 
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DAILY 


of the retirement, after 


Weekly’ Examiner. 


Ramsden St., Huddersfield 


THE HUDDERSFIELD EXAMINER 


WEEKLY 


ADVERTISEMENT MANAGER 


It is with regret that the announcement is made 
forty-e ght years of faithful 
service, of Mr. George Riley, the Advertisement Manager 


of the Huddersfield Daily Examiner and the Huddersfield 


The good wishes of the Examiner and clients alike 
go with Mr. Riley on his well-earned retirement. 

From February 2nd, 1953, Mr. J. W. Lockwood 
(a colleague of Mr. Riley for many years) will take over 
the management of the Advertising Department. 


Tel. Hudds. 2720 (eight lines) 


CONDON OFFICE: 


Rate Card and specimen 
copy from Advertising 
Offices 21 22 Grosvenor 
Street, London, W.1 
Tel: GROsvenor 74523 


EDITORIAL AND 


i, 


Foremost in the textile field 
TEXTILE MANUFACTURER 
A FIRST QUALITY PRODUCTION WITH 


NEWS TO MATCH 


EMMOTT & CO. LTD., KING STREET WEST MANCHESTER 3 
Ww BEDFORD STREET W.C. 2 


) 
IM2 


—put the LOCAL 
GOVERNMENT 
CHRONICLE on 


Your prohedul 


ESTD. 1855 , 


KITCHEN can put your Advertise- 
ment into nearly every kitchen in 


STIRLING and DISTRICT 


thro’ the 


STIRLING OBSERVER 


Series 
A.B.C. 16,648 weekly. 
Rates from 


WILL KITCHEN JR. LTD. 
131 FLEET STREET 


A.B... 23,213 
The 


Largest circulation 


CANINE MAGAZINE 


THE 
DOGS’ BULLETIN 
* 
Advertising Department 


Newspaper Representations Lid. 


231 Strand, W.C.2 
Tels CITy 5906 
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They welcome new products 


in the MOQDERN SUDAN 


Many British products are established in the Sudan. There 
is room for many more. Through the Sudan Star you 
reach not only the prosperous free-spending Europeans, but 
also a large and ever-increasing number of English-speaking 
Sudanese. This is a vast and eager market for YOUR goods. 


For informative folder “What Gordon said,” and specimen 
copy of the paper, phone Gerrard 0737 or write to Overseas 
Publicity & Service Agency Ltd., 29 Oxford St., London, W.1 


Sudan * Star 


The ONLY English newspaper in the Country 


Always start at the top 
in Sweden ! 


When tackling the Swedish market, don’t start 
half-way down and work your way laboriously to 
the top. Start right a. the top by selling to 
SVENSKA DAGBLADET’S readers—and the 
rest will follow. 

Apart from the fact that in this way you will reach 
your best customers—those with the highest 
incomes—by the shortest route and at lowest cost, 
your goods will also share the prestige of Sweden's 
famous newspaper. Remember that Sweden is a 
country where social position still counts and the 
example set at the highest social level is followed 
by all who can afford it. 

This is one reason why in 1951 SVENSKA 
DAGBLADET carried 15,822 column inches more 
national advertising than any other Swedish 
newspaper. 


Circulation: 97,640 on Week-days 
103,746 on Sundays 


SVENSKA DAGBLADET 


represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, S.W.| 
WHI. 3366 


HARROGATE FAIR 


JANUARY 22, 1953 


British toys are on the 


world trade map now 


BEFORE the closing of the 
Fourth Harrogate Toy 
Fair last Friday, I toured a 
cross-section of the 350 show- 
rooms and learned from exhi- 
bitors that record export busi- 
ness had been achieved. 

One firm got a contract with 
an American buyer which will 
earn $200,000 a year for Britain. 

This show is now the world’s 
biggest display of international 
playthings, a display which has 
grown to three times the size of 
the toy section of the B.LF. 

The number of exhibitors was 
itself the highest of any Fair, and 
it is anticipated that the number 
may rise to 400 for the 1954 Fair, 
to be staged at Harrogate for the 
fifth time. 

Buyers at the Fair came from 
seventeen Commonwealth and 
foreign countries, and big busi- 
ness was done in Coronation 
lines. Some exhibitors did as 
much business on the first day of 
the Fair as they did in the whole 
five days of the 1952 Fair. and 
others reported orders two and 
three times bigger than last year’s. 

H. Richard Simmons (managing 
editor, “Games & Toys”), a direc- 
tor of Toy Fair (Manchester) Ltd.. 
the organising body. and chair 
man of the publicity committee, 
told a press conference at Harro- 
gate that the world’s toy centre 
was once at Leipzig but that the 


A European Family Budget 
Survey was conducted in Kenya 
iast March, and the interim report 
on the results has recently been 
published by the East African 
Statistical Department (in con- 
junction with the East African 
Womens League). 

One thousand “budget 
accounts” were called for but 
only 181 of these had been satis- 
factorily completed, including 140 
from Nairobi. Of the Nairobi 
returns, 18 came from families 
in the £1,872 to £2,116 annual 
income group, 61 from the £1,260 
to £1,840 group, 36 from the 
£882 to £1,243 group, and 10 from 
the £565 to £812 group. 

The assumption has been made 
from these returns that the 
response was better from the 
higher income groups, rather than 
that the proportions reflect true 
distribution of incomes, and the 
budgets from the highest and the 
lowest groups quoted have been 
omitted from the analysis leading 
to the present interim report: it 
is thought that the two groups 
remaining represent the “average 


urban family” (of 3°72. persons 


By Herbert Harris 


achievements of the past three 
years had shifted it to Harrogate. 

The London Times, reporting 
this statement, said that they 
found “supporting evidence” in 
the size and scope of the exhibi- 
tion. 

There is little doubt that the 
British toy industry has become a 
major industry of these islands 
during the past few years. From a 
comparatively negligible status in 
the pre-war years, it has become 
an industry with an output of 
£27 million a year. 

Commenting on the size of the 
Fair, and the 350 exhibitors, the 
Financial Times said: “Consider- 
ing that the B.I.F. toy section for 
this year will approximate to 100 
toy exhibitors, the size and influ- 
ence of the Harrogate Fair may 
be imagined.” 

Yorkshire Evening Post 
leader said: “Harrogate has put 
British toys on the map. This 
Fair can now compare with any- 
thing Leipzig ever showed.” 

The presence at Harrogate of 
representatives from the advertis- 
ing departments of the big pub- 
lishing houses indicates that the 
toy trade—which has _ hitherto 
spent little on national advertis- 
ing—is now regarded as an un- 
tapped source of advertising 
revenue. It is, in the main, how- 
ever, an industry which needs 
“educating” in the matter of 
goodwill advertising. 


KENYA EXPENDITURE SURVEY 


and 3:57 persons respectively in 
the two groups). 

Tentative conclusions reached 
are that the climax in the struggle 
to maintain the present standard 
of living has been reached, and 
that further economies can only 
be in items previously regarded 
as essentials—e.g, the decision on 
transport is not whether to cut 
mileage but whether a car can be 
afforded any longer. Many 
families would have to reduce 
living standards immediately were 
the wife unable to remain in paid 
employment. 


‘Efficiency Magazine’ 
for Africa 

First issue of Africa's Effici- 
ency Magazine is to be published 
on March 1, one of the chain of 
Efficiency Magazines published 
by the Casson family. 

The new magazine will be pub- 
lished from Nairobj under the 
direction of Buddie H. Casson. 
Editorial matter will be flown 
out from the parent journal. 
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£100 radio programme 


pulled 22,000 replies 


(MULE 


ASE history which shows how 

radio can be used for over- 

seas selling is featured in a folder 

just issued by Overseas Rediffu- 
sion Ltd. 

A total of 22,570 entries from 
British Guiana were mailed to the 
Colgate - Palmolive programme 
“Share the Wealth.” Cost of the 
programme was £105 12s. 6d. 

“Share the Wealth” is a “quiz” 
programme broadcast by Radio 
Demerara every Thursday from 
8.30 to9 p.m. After a suitable 
introduction and a commercial, 
ten studio contestants, previously 
chosen, are taken to a huge mail 
drum containing listeners’ ques- 
tions. The first takes ten questions 
from the drum and each question 
is attempted by one of the con- 
testants. The listener who has 
sent the question wins the same 
prize as the contestant—but if he 
has sent a Colgate-Palmolive 
wrapper with his question then 
the prize is doubled. 

Each week there is an “Oscar” 

a jackpot question of a more 
difficult nature with a prize of 
10 dollars. If unanswered it 
remains until the following week 
and 10 dollars more are added to 


FEHR A 
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mill 


it so that eventually the “Oscar” 
becomes quite substantial in 
value. 

A cast of seven ensures a fault- 
less production and during the 
programme the sponsor receives 
two one-minute commercials, plus 
credits during signing on and 
signing off. 

During August 22,570 entries 
were mailed to this programme. 
Of these, 80 per cent contained 
Colgate-Palmolive wrappers. 

A recent door-to-door survey 
of urban listening showed that 
73:5 per cent of all listeners 
knew the name of the sponsors, 
and precisely which of their 
products were being advertised. 

The whole programme—includ- 
ing air time, production, prizes, 
handling of replies, etc., was 
achieved at a cost of £105 12s. 6d. 

* * * 

Josuua B. Powers Ltp. have 
been appointed sole representa- 
tives in the United Kingdom for 
La Familia, the Mexican home 
magazine, and Sucesos para 
Todos, a general interest weekly 
Both magazines are published by 
Editoria] Libros y Revistas S.A. 
La Familia has three editions, 


here 
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the national edition for Mexico, 
the Federal District edition for 
Mexico City and Federal] District, 
and the Continental edition, 
which goes to the Central Ameri- 
can countries, the Caribbean area, 


and some South American 
countries. 
* * . 

The Licentiate, the medical 
journal printed in English and 
published monthly at Ambala, 
Punjab, India, has appointed 


H. H. Bennett as London repre- 
sentative. 
. * * 


Sweden extends 
free list 
Sweden has announced a 


further extension of the free-list 
covering imports from O.E.E.C. 


countries. It is claimed that 91 
per cent of Swedish imports, 
reckoned on the basis of 1948 
statistics, are now  free-listed. 


Although a large number of com- 
modities have been liberalised, it 
is unlikely that imports will 
increase to any appreciable 
extent as, in practice, most of the 
items concerned have been 
licensed without quantitative 
restriction for some time. 

* * * 


Swedish industrialists are 
reported to be seeking means of 
reducing the level of costs in 
such industries as engineering, 
iron and steel, and chemicals. 
The level of costs in some sec- 
tions of these industries are said 
to be so high that orders are being 
lost to foreign competitors even 
on the Swedish home market. 


s some 
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Strong recovery in Swedish 
demand for textile goods has 
caught local manufacturers. They 
are reported to be finding diffi- 
culty in fulfilling orders as they 
cannot get back all the skilled 
labour dismissed during the reces- 
sion last year. 


* 
Population shifts 
in Brazil 

Internal migration has reached 
large proportions in Brazil. Prin- 
cipal centres of attraction have 
been the two great cities of Rio 
de Janeiro and Sao Paulo and 
the new farming areas of the 
States of Sao Paulo and Parana. 
Most of the migrants come 
from the rural areas of the States 
of Minas Gerais, Bahia and Rio 
de Janeiro, but the north-eastern 
states also supply considerable 
numbers. In some areas of 
Bahia as much as 22 per cent of 
the population moved southward 
either as individual] migrants or 
in family groups. On the basis 
of the movement so far this year, 
it is expected that over 350,000 
Brazilians from other states will 
enter Sao Paulo, either to remain 
or to move further south.—/nter- 

Continental Press Guide. 

* . * 


Regie Des Tabacs—the official 
organisation in sole charge of the 
distribution and sale of cigarettes, 
tobaccos, etc., in France—is plan- 
ning a national sales promotion 
campaign using the press. This is 
the first advertising campaign of 
this kind since the war.—Publicis 
S.A., Paris. 


The conterence on 


the big printing job is apparently all 
set — director trom the client, agency director, 


advertising manager, account executive, and block maker. 
Well, it will be a miracle if they can print the booklet without 

paper, yet no one who really understands paper is present. 
Spicers paper consultant early in your planning. 
information, some of it highly specialised and unexpected, 
only save expensive errors but ! 


Do see 
He is full of 

He can not 
can suggest papers so exactly 
appropriate that they make a whok production more rich and vivid. 
Many of those he has advised + 


consult him as a routine, 


Telephone: CENTRAL q211 + 19 New Bridge St., London, E.C.4 
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Paper trade 
more stable 


Ihe British paper industry has 
entered 1953 with no extravagant 
hopes (writes our paper trade 
correspondent) 

Ihe period of large profits 
irtificially inflated by the fan- 
tastic level] reached by wood pulp, 
esparty and other raw materials 
following the outbreak of war in 
Korea is over—and few regret its 
passing. Wood pulp prices have 
fallen by more than 50 per cent 
from the peak period and in con- 
sequence paper prices have been 
reduced in approximately similar 
proportion, although mills have 
to face higher labour, transport 
and coal costs 

Ihe great need in 1953 ts for 
stability and the announcement 
of minimum prices firm for the 
home market for the first few 
months of this year should prove 
a Steadying factor Of course, 
should wood pulp take an unex- 
pected upward turn, the prices 
of finished paper would have to 
be adjusted accordingly, but of 
this there is no present sign and 
business for the first quarter of 
1953 has been done at levels 
more or less corresponding to 
the last quarter of 1952. Mech- 
anical pulp, the chief ingredient 
of newsprint, has shown a some- 
what firmer tendency of late and 
contracts have been placed at 
£27 10s. per ton. 


. . } 
‘Advertising refused” 
A bederal grand jury in Kansas 
City indicted for violation of the 
Anti-Trust Act the Kansas City 
Star Company, its president, and its 
advertusing director, on an allegation 
that the two newspapers published 
by the company, the Times and the 
Star, had threatened to refuse to 
puolish advertisements if the adver- 
tiser intended to advertise in other 
mediums also. tt was also alleged 
that threats had been used to induce 
advertisers to buy space unneces- 
sarily and that some had been 
required to insert advertisements in 
both newspapers 


Will spend more 
on publicity 


Local organisations have approved 
the scheme launched by the Mayor 
of Margate to double the borough's 
national press advertising in) the 
eatly months of the year It is 
aimed to raise £1,150 by voluntary 
subscriptions. G. b. Johnson, Mar 
gate publicity officer, explained that 
other seaside resorts were in a posi- 
thon to spend more money on adver- 
tising, and he quoted Blackpool, 
with an annual advertising bill of 
£37,000 


Special page for 
local traders 


Members of the Barnes Chamber 
of Commerce are taking space in 
their own special monthly page in 
the Barnes Herald. The centre piece 
is an editorial of interest to 
shoppers. 

: Jefkins, education officer 
of the Society of Diploma Members 
of the Advertising Associution, has 
advised them how to make the most 
of this special advertisement page. 


Commercial Artists 


FASHION 
ARTIST 


LADIES ... CHILDREN ... 
MARGARET JACKSON 


64 Woodhouse Lane - Leeds, 2 
Telephone : 23554 


JANUARY 22, 1953 


Animated Displays 


Direct Mail 


TUDOR ART AGENCY ITD 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 


CONTROL UNITS 
FOR 
FLASHING LIGHTS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 

Hong Kong Works, Exhibition Grounds 

Wembley, Middlesex. Wembley 5997 
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Miscellaneous 


To 
Authors 
Publishers 
Adwertisers 


DORIEN LEIGH 


LIMITED 
and 


W. F. MANSELL 


Have over 200,000 
prints in their pic- 
ture library 
Enquiries at CEN 6444 
4/7 Red Lion Court, E.C.4 


DIRECT MAIL 
PUBLICITY 


needs expert attention 
It pays to consult us 


Whether it is a complete 
campaign or a listing cover- 
ing either a village or the 
whole world we can handle 
it. 

NORMAN S. GHOSH ORGANISATION 


(Dept. AW6), 26 Cumberiand Street 
Stokes Croft, Bristol 2 


General Printers 


STOKES & DE MILLE 
STUDIO 
for London's finest 
FIGURE RETOUCHING 


. Fleet St. &, 
ENtral 6656 


Signs 


GLO-LITE SIGN CO. 
221 Pentonville Road, N.1, 
TERminus 3829 


Neon, day and night electric box signs. 
Wood and metal letters, glass facias, 
etc 


1 — 1,000,000 Signs Supplied 


FOR LITHO | 
CARTONS 


40 ON & 
9-4 EPWORTH ST.,LONDON, EC? 


TRADE 
PRINTING 
LITHO 


Photo-Offset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
Ilustrated Catalogues, 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD., W.C.1. HOL. 9431 


M. C ROBERTS (0. 


RUST SQ., LONDON, S.E.5. ROD 3768 
- 


SIGNS & PICTORIAL 
SPECIALISTS 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


OFFSET 
COLOUR 
PRINTING 
Sees. 


WOOD GREEN ‘LONDON N 22 
BOWES PARK 3802 


+ HMicnest Quatiry 
ComPETITiVvE PRICES 


ROTAFLOW 
offer the advantages of 
TRADE PRINTING RATES 
to all Advertising Agencies on 
RAL & MULTILITH machines 


41-43 PRAED STREET, LONDON, W.2 
Phone: AMBassador 5509 
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Silk Screen Services 


Photographers 


42, HOXTON $Q., LONDON, M./. 
CLE. 2354 


DASPLAN 
SVK SCREEN 
DESIGN 
EAXWIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR SI. 
LONDON W\ 


GIARARD 8236 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDELL RD. LONDON .W.12 


SHOWCARDS - POSTERS 
WINDOW BILLS + CUT-OUTS etc 


LICENSED DAY=-CLO PRINTERS 


RAY SIG 
DURHAM ROAD. LONDON.N.7 


ARCH WAY 2s a 


Color Photography 


Color Prints 
and 
Transparencies 
Creative Ideas 
for Advertising 


8 BREAMS BUILDINGS, E.C.4 
CHAncery 3416 


TVuprzaZzoro 


Established 1884 


40,000 norticuttuRAL 
PHOTOGRAPHS 


‘ OF ALL TYPES 
for ALL PURPOSES 


REGINALD A. MALBY & CO. 
19 Chelmsford Road, W' , £18 
BUCkhurst 0222 


COLOUR PHOTOGRAPHY 


COLOUR TRANSPARENCIES 
COLOUR PRINTS 
COLOUR SEPARATION SETS 


PULITZER STUDIOS 


5 KENSINGTON HIGH ST., LONDON, W.8 
Western 2647 & 9592 


LONDON ART SERVICE 


PHOTOCRAPHIC)LTO 


Chichester Rents 
Manceny 


tC WE2 
COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


SAME DAY COPT SERVICE 


* Phone HEL B669 


AC.K.WARE service includes 
an extensive library of Colour 
‘and Monochrome pictures 


A.C.K.WARE (Ace g-aeae) LTD. 
28a Basinghall St..London, £.C.2 


Mi Trepeliten W836 -7 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938 9 


Photographers 


Seca tine 


From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., Wl MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, 5 Hillingdon Rd 
Stretford, Manchester 
Longford 2647 


Blocks & Dies 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel diesfor metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. over 40 years 


Process Suppliers 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIO) 
Simple to use and very economical 
Small sample supplied on request 


THE §.D. SYNDICATE LTD. 


Westminster Bridge House 
121 Westminster Bridge Rd. London, $.£! 


Telephone ; Telegrams 
WAT. 7711 ESSDEECOP, 
(7 lines) LAMB, 
LONDON 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS ~ 


AND ENGRAVERS LTD 


DUBRIEN HOUSE 1% CLYDE ST GLascOow 


CITY 615 “OUBRIEN GLASGOW” 


Advertising Novelties 


CORONATION 


and all types of 
Advertising Gifts 
Let us suggest gifts 


Send us your enquiries 


ANGLO FANCY PRODUCTS LTO 
Monulacturers 


AT PAI Lane 


4 P  Nwe 
Himpstcad SESP and Gladstone 6764 


(Continued on page 169) 


| ducts. 
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Personal touch 


publicity plan 

A “personal touch” publicity 
scheme has been completed by 
Plant Protection Lid 

Working through their regional 
offices at Maidstone, Bath, York 
and Bury St. Edmunds, ther 
Northern Ireland office in Belfast, 
and Scottish Agricultural Indus 
tries Ltd., they have produced a 
I2-page Farmer's Guide which 
deals with weeds and pests and 
gives the ways of overcoming 
them with Plant Protection pro 
The guide is being issued 


| to the firm's appointed agents 


agricultural merchants who be 
tween them cover every important 
farming area in the country. Each 
agent receives an agreed quantity 


for his own use with the full 
name and address of his firm 
overprinted on the front and 


back covers 
The guide consists of an eight 


| page inset in letterpress with a 
| four-page lithographed cover in 


green. 


Approximately 250,000) copies 


| were printed by Edward Everard 


Lid.. of Bristol, who also under 
took the major part of distribution 
direct to agents. The guide was 
designed by Putnam Studios Ltd., 
of London 

The detailed 
produce the 
directly from 


organisation to 
guide was handled 
Plant Protection's 


publicity department. 


| advertising artists 


An artist a 
week 


A reference file to some of 
the leading and most promising 
that is what 
Artist Partners Ltd. have pro 
duced for their 1953 calendar 

They have sent out a 44 in. x 
6) in. pad. A week's dates occu 
pies an inch at the foot, The 
rest Of each sheet is devoted to a 
drawing by one of the artists. 
On the reverse side appears a 
credit and short note about the 
intist and his work. Where an 
artist specialises in more than 
one kind of work, two weeks on 
the calendar are devoted to him 


‘Most compact’ 

newspaper office 
The Wolverhampton Express 
and Star believes it must have the 


most compact daily newspaper 
office in the country In 1,240 
square yards of ground floor 
space over 140 men and women 
work 


lo achieve this nearly all pas 
wes have been eliminated 

The advertisement department 
consists Of a large open space for 
the public to bring in their ad 
vertisements or to be attended to 


by the commussionaire and the 
girls over the counter Behind 
the counter Il clerks deal with 


prepaid and display advertising 
There are two private offices 
for the advertisement manage 


and for the cashier and his 
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ADVERTISER'S WEEKLY 


fHAT the guest of honour at the 
annual dinner of the Newspaper - 
Society, to be held at the Dor- 
chester on Tuesday, April 21, will 
be L. D. Gammans, Assistant Post- 
master-General. 
* * * 
THAT Irving B. Harris, executive 
vice-president of the Toni division 
of the Gillette Co. in the United 
States, has resigned. He originated 
the slogan “Which twin has the 


Toni?” 

* * 
THAT W. T. Curtis-Willson, a vice- 
president, and H. R. Davies, direc- 
tor, are representing the Newspaper 
Society at executive committee meet- 
ings of the International Federation 
of Newspaper Publishers at San 
Remo. 

* * 
THAT T. Booth Waddicor writes 
in the February issue of Art 
Industry in the series “Advertising 
that advertises.” 

* 


* 
THAT a letter from F. W. Jefkins, 
quoted in the B.B.C.’s “Dear Sir 
feature on Monday, stated: “A 
national newspaper, which provided 
equal opportunities for all political 
views to be reported, would be not 
only a failure but a bore and a 
denial of choice in what people 
could read.” 
- * * 


THAT 13,350 miniature 10-page 
copies of the Daily Telegraph were 


distributed at the Schoolboys’ Own 
Exhibition. Recipients were asked 
to contribute to the National Play- 
ing Fields Association and nearly 
£70 was collected. 


* * * 


THAT Col. George Warden, man- 
aging director of Armstrong- 
Warden Lid. and an international 
rugby referee, acted as touch judge 
for the Wales v. England match at 
Cardiff on Saturday. 


* * * 


THAT Frank Hoppé left London 
oy air last weekend for Paris to 
visit the office there of McCann- 
Erickson Advertising Ltd. He joins 
the board of the company on 
February 16. 

* * * 


THAT Howards Press have recently 
opened a comprehensive — public 
relations department to handle 
feature and exploitation advertising 
for both commercial and theatre 
interests in the Midlands and North 
of England for a number of clients. 
The department, together with a 
press research section, is being 
developed by Paul Short. 
* + * 


THAT North Somerset resorts have 
combined on the publication of a 
ublicity brochure. 32,500 copies 

ve been printed—20,000 will be 
circulated abroad. 


A Bonnie Display 


by 
PYTRAM 


This princely model reveals the remark- 
ably high artistic quality achievable in 


Pytram displays. 


Fully modelled and 


moulded throughout in Rubber, it is a 


work 
colouring. 


of art in 


both modelling and 
Modelled from an original 


painting with every detail of the cos- 
tume perfectly reproduced, this display 
proves that Pytram creates prestige as 


well as sales. 164 in. high. 


Send copy 
the illustrated Pywram Folder 
advertising models. 


to-day for your 


for 


ROAD, 


PYTRAM LIMITED, DUNBAR 


; — ” 
PRINCE-CHARLIE 


‘live’ publicity 


NEW MALDEN, SURREY 


Telephone: MALDEN 3225/7 


A new showcard for the display of 
Johnson's handkerchief tissues has 
been designed by Alfred Pemberton 
Ltd. for use in chemists and drapery) 
stores. The unit, which stands 
18 in. high and measures 14 in. 
across, is made in the shape of a 
handkerchief tissue, and has a shelf 
at the base to contain five packs. 


* * * 


THAT Ron Empson, managing 
director of Auger & Turner Ltd., 
and W. Kern, managing director of 
Autur Display Organisation Ltd., 
leave London to-day (Thursday) to 
make arrangements for this year’s 
Zagreb International Fair. 
* * * 


THAT the LLP.A. is to 
Coronation Ball on June 4. 


hold a 


ADVERTISEMENT 
BLOCKS 
We have a namber of 
advertisement blocks used 
in ADVERTISER’S WEEKLY 
prior to January 1, 1952. 
Will advertisers please 
advise us if they wish these 
to be returned as otherwise 
they will be scrapped on 
February 28. 


January 22, 1953 


ADVERTISING 
DIARY 


. January 23. 
PRESS ADVERTISEMENT MANAGERS® 
ASSOCIATION gala Connaught 
Rooms 


. Jan 

PUBLICITY 
A i “This 
"Waldorf 


LONDON 
market 
Hotei, 


Prec 


M 
t a 
Hotel, ° 

0 p.m. 

REGENT ADVERTISING CLUB 

F. W. Stoyle on “Ink and 
(educational lecture). 
Corporation. . 
_ ADVERTISING-Press Crus (Dub- ¢ 
lin) George Walker on “The? 
operation of modern Linotypes.” 
Shelbourne Hotel, 8 p.m. 

Bristol AND West PUBLICITY 
Cius. M. St. J. Bennett on “The * 
cinema and the mass audience.”’ 
(educational lecture), Grand Hotel. 

BraprorD PUBLICITY Cus. 
Sanust meeting. Midland Hotel, 

D.m. 
Thursday, January 29. 

Pusticiry CiLusp or Leeps Ss. 
Mallett on ‘‘Paper and its uses.” 
Powolnys Restaurant, 6.15 p.m. 

RKS AND BucKS PuBLiciTy $ 
Cius (Reading branch). G. Wells * 
on “Colour photography in the ser- ° 
vice of advertising.” White Hart? 
Hotel, 6.45 p.m. 

y, January 

ALpwycn Cus cabaret. 

lotel. 


. 


Savoy 
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THAT 27 British firms are taking 
part in the International Motor Show 
which opened in Brussels this week. 

+ * * 
THAT Margate has launched a 
scheme, sponsored by the Mayor, to 
raise voluntary subscriptions for 
national press advertising. 

* * * 
THAT one of the largest neon 
displays in Sheffield—it comprises 
750 feet of tube—has been installed 
on the roof of the Osborn-Mushet 
works. The signs were made and 
erected by Woollen & Co., Ltd. 

* * * 


THAT L. D. Wratten, president of 
the Royal Photographic Society, 
will read a paper on “A century of 
photography” at a meeting of the 
Royal Society of Arts on Wednes- 
day, February 4. 
* . * 

THAT Maconochie Foods Ltd. have 
amalgamated their publicity and 
sales promotion and development 
departments. This department will, 
in future, be called “sales promo- 
tion,”’ and will be under the direc- 
uon of Alex N. Orr. 


Furnishing show poster boost 


Posters on several hundred bus 
sides will be appearing towards the 
end of the month for the British 
Furniture Exhibition to be held at 
Earls Court from February 17-27. 

In addition, hundreds of double 
crown posters will go up on the 
London Underground, at main line 
termini and special sites at Earls 
Court, An extensive campaign of 
display and classified advertisements 
in the national, London evening and 
trade press is also planned. 

The poster being used is similar 
to last year’s design but in different 
colours. This year’s colours are 
red, yellow, blue and beige on a 
white background with black and 
white lettering. 

At Earls Court, for Coronation 
year, the colour scheme throughout 
the show, even to the flowers. will 
be red. white and blue. Pennants 
flying from tubular steel masts at 
the corner of cach stand will bear 


the name of the exhibitor and will 
be surmounted by a moulded plastic 
three-dimensional gilt crown about 
a foot high. 

For the Northern Furniture Exhi- 
bition, which opened on Tuesday 
at City Hall, Manchester, and runs 
until January 27, bus sides are ap- 
pearing on Manchester buses as well 
as advertising in the local and trade 
press 

Both exhibitions are sponsored by 
the British Furniture Manufacturers’ 
Federated Association, advertising 
is handled by Rumble, Crowther & 
Nicholas Ltd., and the press officers 
are Andrew Reid and Joan Cutting. 

“Both exhibitions are expected to 
arouse more than ordinary interest 
because of the recent ending of con- 
trols and the introduction of the 
‘D’ scheme. As in recent years, the 
public are again to be admitted 
during restricted hours,” state the 
organisers. 
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Carry Pack in action 


Ads. on the 
parcel-sealing 
handles 


“The handle that seals the 
parcel”—and that will also carry 
publicity—is now being manu- 
factured in this country by P. P. 
Payne & Sons Ltd., of Notting- 
ham, by agreement with Carry- 
Pack (Chicago) Ltd. 

Consisting of a 9 in. strip of 
gummed paper combined with a 
handle of strong cotton tape, 
Carry Pack can, it is claimed, 
seal a parcel in five seconds and 
carry One up to 40 Ib. in weight. 


In two colours 

At present it is possible to pro- 
duce a Carry Pack with cus- 
tomers’ imprints in two colours, 
but before long four-colour print- 
ing will be possible and 12 in. 
models will be produced, states 
L. G. Brown. Payne's advertising 
manager. The firm also make 
dispensers which they hire out 
to customers. 

Their promotion material 
claims that Carry Pack has thou- 
sands of customers in the U.S. 
and Canada. In this country, the 
cost of the individual Carry Pack 
for large-quantity orders is about 
one-third of a penny. 

At present, this new packing 
device and potential publicity 
medium is being introduced to 
stores, retailers and other poten- 
tial customers by Payne's sales- 
men, but a publicity campaign 
may be launched later. 


Organising trip 
to France 


Agricultural Machinery Journal 
is inviting its readers, this March, 
to join in a specially organised visit 


to France’s huge agricultural 
machinery show—the 25th Salon 
International de la Machine 


Agricole at Paris. 

Organised by the journal, the five- 
day visit is being planned to give 
participants special facilities for 
seeing the Continental machinery at 
the Salon, opportunities of mecting 
French agricultural dealers, and a 
privileged view of the French agri- 
cultural manufacturing industry. 
The tour will be conducted person- 
ally by the editor, and, throughout, 


the party will have the services of 
trained interpreters. 


169 


American chemical industry puts 
more emphasis on advertising 


How the American chemical 
manufacturer seeks to impress the 
public even though the public 
is rarely his direct customer, is 
revealed in the latest Anglo- 
American productivity team re- 
port. 

The team discovered a much 
greater use by the Americans of 
advertising even in the heavy 
chemical industry. Not merely 
were packages themselves re- 
garded as advertisements, but rail 
tanks, road tanks, drums and 
cylinders were ail clean and 
highly painted, frequently carried 
advertising matter, and had more 
“sales appeal” than the average 
British chemical container. 

Those parts of the factories 
likely to be visited or seen by 
customers were treated as show- 
places. Some of the companies 
visited had fine lecture theatres 
where commercial films could be 
shown to customers. When leav- 
ing, a visitor would often be 
given some small article made 
from the company’s products or 
bearing its advertisement, and 
book matches with advertise- 
ments on the cover were every- 
where for the taking. 

“We think it wrong to under- 
rate the cumulative effect of all 
this,” the report comments. 

The American chemical manu- 
facturer sects out to impress the 
public, not only through the trade 
press and newspapers, but even 
on the radio and television. It 
was found that local shopkeepers, 
bus drivers and hotel staffs knew 
and said a good deal about the 
activities and reputations of the 
local chemical firms, which no 
doubt had some influence on both 
prospective customers and em- 
ployees. 

The team also found that the 
American heavy chemical indus- 
try used market research much 
more than does its British coun- 
terpart. 


. 

Puppets will speak 

ve 

on Gilbey’s stand 

For the first time, the 97-year- 
old firm of distillers and wine 
importers, W. & A. Gilbey Ltd., 
are entering the Daily Mail Ideal 
Homes Exhibition this year. 

Their stand has been specially 
designed by W. M. de Majo and 
the main feature will be a con- 
tinuous display of 15 illuminated 
showcases containing paper sculp- 
ture puppets, depicting people of 
the countries from which Gilbeys 
import their wines or in which 
the company distils spirits. The 
showcases will be linked by a 
special tape recording mechan- 
ism, so that each puppet will 
speak a specially written message 
in verse describing the products 
of the various countries. 

A specia! display will introduce, 
for the first time in Great Britain, 
Smirnoff Vodka, which Gilbeys 
are ‘to distribute in the United 
Kingdom 


— ly 1,000 ad. 


maps installed 


Four years ago the Davis Ad- 
vertising Service, of Manchester, 
started installing electro-maps at 
bus stations, cinemas, and other 
centres throughout Britain, enab- 
ling users to find public buildings, 
places of historical interest, 
sports centres, and other places of 


interest, simply by pressing a 
button, 
Nearly 1,000 have now been 


erected in this country. 

Following sales in France and 
Italy, two electro-maps have just 
been installed in Israel—at Haita 
and Tel-Aviv, and a company has 
been formed in the United States. 

One of the latest maps for St. 
John’s Market, Liverpool, will 
depict the whereabouts of 500 
stallholders. Negotiations are also 
going ahead with London 
boroughs for the installation of 
maps in time for the Coronation. 


Development has reached such 
proportions that the firm will 
shortly take over additional ad- 
ministrative offices next door to 
its existing premises. 

“We aim at a_ world-wide 
circulation for these maps,” L. M 
Balcombe, sales director, told our 
Manchester eommepaneem. 


Services & 
Supplies... 


(Continued from poge 167) 


Silk Screen Materials 
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Exhibitions a Displays 


CcCOOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 6652/4 
EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER [5 


BLACKFRIARS 0856 


THE CHEERFUL FIRM 


167-171 QUEENSWAY, eae 


Phone : BAYewster 2291-2- 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.11 
Tel. Nos. Battersea 5300 & 4886 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course ! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


Cut-out Letters 4 Signs 


PAINTED PUBLICITY 


AND SIGNWRITING CONTRACTORS 


Established over 90 years 


FROST & WARD 
17 CHILTERN ST., W.1. WELbeck 3563 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 


CAMDEN PRICE TICKETS 


displa y 
lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16°-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, $.VV.3. Tel. FLA 6816 
ORDER DEPT 3 All Saints Road, W.11 
Tel. PARK 9431 
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TAKING THE 
HUNCH OUT 
OF POSTERS 


"BAKING the “hunch” out of 
poster advertising has for many 
years been a major concern of 
Richard Nelson, managing director 
of Outdoor Publicity, whose “poster 
audience” test in Luton and Wigan 
is a notable contribution to. the 
solution of this problem. Even when 
the hunch is right, he points out, 
it has the great disadvantage that it 
cannot be substantiated. 

r. Nelson was with the Lever 
Bros. organisation for some 20 years 
and soon 
transferred to 
Lintas, gained 
a great deal 
of expenence 
in outdoor ad 
vertising, as 
well as films 
press, and 
radio, Tt was 
in 1945 that 
he was invited 
lo become 
managing 
director of 
Outdoor Pub 
licity im suc 
cession to th 
late Ernest 
Leicester and 
since then hy 
has done much on-the-spot invests 
gation of the poster market in many 
parts of the country. Ably support 
ing him us A. E. Sykes, who joined 
Outdoor Publicity in 1947, and be- 
came a director in 1949, 

While at Levers, Mr. Nelson was 
secretary of their athletic club. He 
has played “most games except golf 


Richard Nelson 


Orchids for 
Miss Green 


ON THE occasion of her 21st birth- 
day, Kathleen Green, an accounts 
assistant on the production depart- 
ment of Nevin D. Hirst (Advertis- 
ing) Lid. the Leeds and London 
agency. was presented with orchids 
and a Parker SI pen and pencil set 
by the stall 

J. Gledhill (production manager), 
B. Huckerby and T. FE. Price (group 
executives) and all members of the 
production d partment were among 
the guests at the supper-dance party, 
and the music was provided by the 
dance band which Mr. Pgickerby 
leads in his spare time. He plays 
the trumpet 

Miss Green has 
Nevin D. Hirst 
organisation for 


* * * 


BDiseiay manager of the Scot- 
tsh C.W.S. drapery department, 
Glasgow, Stephen A. Green has 
been elected a Fellow of the British 
Display Association. The highest 
distinction in the display world 
fellowship of the B.D.A. has never 
previously been bestowed upon a 
business man in Scotland, and Mr. 
Green has gained the honour as the 
result of preparing a thesis and in 
view of his outstanding practical 
work, 

Since taking over the managership 


been with the 
(Advertising) Ltd 
Iwo years. 


ADVERTISING MANAGER’S CORNER 


O for th” 


touch 


ort 


a vanishshed hamd ??! 


You never realise what a useful bit of office 
furniture a typist can be until she gets a go of 
German measles and you have to type your own 


letters. 


It just shows you 


doesn't it? 


that in every 


walk of life it pays to leave it to the specialist 
the man (or feminine equivalent) with training 


and experience. 


Well (here it comes !), if specialisation is as im- 
portant as all that in a simple thing like typing 
a letter, isn’t it even more so in a highly technical 
and fearfully psychological thing like, say, point- 
of-sale advertising? Do we have to be completely 
brutal and say if you have a point-of-sale problem 
you'll be safer if vou hand it to Harris? 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.} 
Tel.: REG 3295-6 


of the S.C.W.S. drapery department 
in 1947 Mr. Green had done much 
to revolutionise display technique 
throughout the co-op. movement in 
Scotland, and his displays have 
twice gained prizes in international 
display competitions in addition to 
numerous awards in British contests. 
Before going to Scotland Mr. 
Green was in the service of various 
large departmental stores in London, 
Liverpool, and Southport 


* * * 


MEANAGER of 
Glasgow, Bill Wilkinson has a 
profitable = spare-time hobby —the 
writing of plays and short stories. 
He has had more than 140 broad- 


casts to his credit from various 
stations, 


Rex Publicity 


W. W. Baxter, Harrogate's publicity 

manager (left), chatting wuh R. P. 

Atwood, general manager of Toy 

Fair (Manchester) Ltd., organisers 
of the Harrogate Toy Fair, 

(x See “British Toys Are On The 

World Trade Map Now.” page 164) 


* * * 


Bride, three 
hours at the mike 
PHOEBE SANDERSON, public 


relations officer, public speaker, 
linguist and writer, who was mar- 
red recently to Dennis Koschalka, 
the artist, at Caxton Hall, took an 
unusual part during her wedding 
reception at the De Vere Hotel, 
Kensington. Most of the 70 guests 
present contributed a “turn” of some 
kind, and Phoebe Sanderson was for 
three hours in front of the micro- 
phone introducing each performer. 

Artists, poets, journalists, singers, 
pianists, and linguists were repre- 
sented. There was an international 
flavour about the whole occasion. 
Germans, Armenians, Russians, 
Hungarians, French, Manxmen, 
Scots, English, Jews and Arabs, all 
of whom are personal friends of 
many years standing of the bride 
and bridegroom were there. 

Phoebe Sanderson, who was with 
the British Council in Palestine and 
Jerusalem correspondent of The 
Times in 1945 is in the process of 
writing a book on her Middle East 
experiences from 1944-1947 called 
“Dawn Prayer.” During the earliest 
period in Berlin she was press officer 
to British Military Government and 
of more recent times has been 
senior P.R.O. for the Institution of 
British Launderers. 
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Original idea 
on pictorial 
publicity 


EN THE offices of the Southern 
Region publicity department at 
Waterloo Station, the other day, I 
looked at some of the new posters 
that will shortly publicise British 
resorts and historical towns—and 
found them well worth looking at. 
ae ’. Faulkner, the Region's 
public relations and publicity officer, 
has original ideas on pictorial pub- 
licity and he also has. in G. M. 
Eckett, head of the production 
section, an assistant who shares his 
enthusiasm. They are both filled 
with an ambition to make Southern 
Region publicity better than that of 
any other region. Getting the 
approval of resorts publicity com- 
mittees for their ideas is not always 
casy, but in a number of cases their 
efiorts have been crowned with 
success, 

Incidentally, the process of im- 
provement has not been confined to 
posters but has also been extended 
to brochures, leaflets and timetables. 


* * * 
Wirn store, industrial, and 


agency experience behind him is 
Ek. D. W. Attenborough, who was 
formerly publicity executive at Ideal 
Boilers and Radiators Ltd. and has 
now joined the creative staff of 
Glovers Advertising (Bristol) Ltd. 
He spent a number of years before 
the war as copywriter and sales 
promotion organiser with a large 
Canadian department store, before 
joining W. H. Smith & Son Ltd. as 
chief copywriter. Subsequently he 
worked as account executive for 
Crane Publicity and as chief copy- 
writer at Erwoods, after having been 
invalided out of the Army after 
war service in India. 

Mr. Attenborough was largely 
responsible for creating in 1950 the 
Atlas fluorescent lighting campaign 
directed to architects. This, inci- 
dentally, was praised by Copytaster 
as a demonstration of how technical 
advertising could be light’ and 
human, and still do a hard selling 
job. 


* * * 
A MEMBER of the Dore and 


Totley Golf Club for many years, 
J. E. Ortton (advertising manager. 
Thos. Firth and John Brown Ltd.) 
has become — vice-captain, His 
speciality is the expensive one of 
“holing in one,” against which he ts 
seriously thinking of becoming 
insured, 

Mr. Ortton is, of course, vice- 
chairman of the Sheffield branch, 
Incorporated Advertising Managers 
Association, and of the Publicity 
Club of Sheffield. 


Contact 


word 
are 
your 


“If you use the 
‘Slimming’ they 
bound to cancel 


centre spread.” 
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advantage to you... 
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Backed by the know-how of the J. Arthur Rank Organisation, ours is a Film 
Unit which, let’s be fair, has an advantage over the other fellow. 

If the need is for a small tilm with big ideas-—ours is the Unit to make it-——with 
a reputation second to none, with our own Animated Diagram and Cartoon 
Department, with our own live shooting camera unit, that has shot amoeba and 
elephants, the microscopic and the stars; backed by Pinewood’s famed Special 
Effects Department, and those who pioneered the wonder working Travelling 
Matte system. . 

Advice on distribution or exhibition .. . our colleagues will know the answers. 
Library material . . . we have perhaps the best in Britain to call upon. 

We flatter ourselves that we have made some fine films—varying from the 
famed “BRITAIN’S COMET” which was released on the Odeon circuit and 
shown in more than 1,200 cinemas in the United Kingdom and Ireland, to 
“HOW TELEVISION WORKS”—we have won all kinds of awards at Venice 
and Cannes and our films are shown regularly by invitation at the Edinburgh 


Festival. 


If this sounds interesting to you a call to Donald Carter at Elstree 2461 might be 


Issued by 


GAUMONT-BRITISH PICTURE CORPORATION LTD. 
SPECIALISED FILM UNIT 
The Gate Studios, Station Road, Boreham Wood, Herts. 
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ROOSTER 
PUBLICITY LTD. 


for 


MITCHELL 
ENGINEERING LTD. 


(Food Machinery Division) 

.. to tell food manufacturers and can- 
ners about the JONES-MITCHELL 
Patented Hydro-System Process Pea 
and Bean Canning Equipment. These 
units can be fitted into any existing 
layouts and form complete canning 
lines, saving considerable space. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


e 
}' ty f) 


YOVERING a new world 
oes of the science 
and chemical treatment in 
the production and usage of 
FIBRES, Natural and Syn- 
} thetic, giving each month a 
review of the latest technical 


research, 
tions, methods of laboratory, 
factory and mill practice. 


FIBRES 
“NATURAL AND SYNTHETIC 
ls another publication of the 


A 


developments all over the | 
Lworld in materials, mac hinery | 
chemical applica- | 

| 


MANUPACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUPACTURE 
WORLD CROPS—-ATOMICS 
FOOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All published at 
Stratford House | 

Eden Street, London, N.W.1 | 
Specimen copies on request | 
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Gibbs launch new shaving cream 


D. & W. Gibbs Ltd. are re- 
entering the shaving soap market 
with a new product—Gibbs 
Lather Shaving Cream.  Lintas 
Ltd. will handle the advertising 
which is now being planned. 

Gibbs have not had a shaving 
product since before the war. The 
new lather shaving cream is 
claimed to be the first ever to 
contain the new germicide H.C.7 

an ingredient which helps to 
combat pimples and skin infec- 
tions. The advertising is expected 
to stress that it remains effective 
for at least 24 hours and that its 
germ-killing powers persist even 
after frequent washing. 

Raymond Loewy designed the 
tube and pack which retails at 
2s. 6d. The pack has pale blue 
diagonal stripes with the wording 
in red on white and white on red. 
The tube is white with red letter- 


ing. 

Gibbs are giving a_ special 
launching display bonus’ of 
twelve tubes for the price of 


eleven to retailers and are present- 
ing a free sample tube to each 
retailer who buys direct. 


Three more Halex 
brushes 


A powerful advertising drive for 
Coronation year is being launched 
by Halex shortly. “This is Halex 
toothbrush = year,”’ proclaims a 
brochure being sent to retailers. 

Heavy advertising is planned in 
national newspapers and weekly 
magazines including Illustrated, 
Picture Post and John Bull. The 
schedule covers a readership of 40 
million, nearly three quarters of 
them women, New self-service dis- 
play cartons have been produced. 

Three new lines are to be intro- 
duced— a travel toothbrush, a 
double-duty toothbrush, and the 
Angel Head denture brush. 

The agents are F. C. Pritchard, 
Wood & Partners Ltd. 


New lines by Revlon 


Large space advertising started 
last Friday for Revion’s new nail 
builder set The campaign will be 
concentrated on the next fortnight 
with large spaces in the Evening 


Standard and provincial papers. 
Showeards and point of sale material 
have also been distributed. 

A heavier campaign will break in 
March when Revlon introduce a 
new shade of lipstick—Fire and Ice. 
Campaign details have not yet been 
completed but the schedule’ will 
cover national and provincial news- 
papers and women’s magazines. The 
scheme will have a “film star’’ tic 
up. Agents: MeCann-Erickson 
Advertising Ltd. 


TRIBUTES TO TIDE 


New Tide advertising is based on 
personal testimonials from house- 
wives. The scheme includes a half- 
page in the Daily Express to-day 
(Thursday). Also on the schedule 
are large spaces in other national 
daily newspapers, women’s maga- 
vines and trade press. Agents 
Young & Rubicam Ltd. 


T ‘ 
‘21’ IN MARCH 

Large scale national advertising 
Starts in March for a new Goya per- 
fume—21. The campaign, handled 
by Colman, Prentis & Varley Ltd., 
will be concentrated on women's 
magazines, 

Display material, including show- 
cards and testing stands, is being 
distributed to retailers. The new 
perfume is described as having a 
“lasting floral fragrance.’ A hand- 
bag phial will retail at 3s. 6d. 


First national ads. 
M. Rudduck, makers of MR 


foundation garments, are embarking 
on their first national advertising 
campaign. The schedule includes 
The Lady, Woman's Weekly, House- 
wife and Woman & Home. 
Rudduck advertising has _pre- 
viously been confined to the trade 
press although a regional campaign 
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MAJOR MOVES 
Craven ‘A’... 


As from February 1 advertising 
for Carreras Craven “A” and 
Craven Plain cigarettes is to be 
handled by Masius & Fergusson 
Ltd. Details of a new campaign are 
not yet available. 

This move follows the successful 
launching last October by Carreras 
Ltd. of Dunhill cigarettes. Masius 
& Fergusson spent a year on the 
preparations for the introduction 
of this line and have been handling 
the Dunhill advertising since then. 


And Watney 


Another major account move an- 
nounced this week comes from 
Watney, Combe, Reid & Co., Ltd. 
As from March 31 all advertising 
for Watney’s beers will be handled 
by Foote, Cone & Belding Ltd. The 
form which the advertising will take 
is now being discussed. 


Advertising for Jaffa oranges is 
handled co-jointly by C. J. Lytle 
(Advertising) Ltd. and Mather & 
Crowther Lid., and not solely by 
Lytle’s as inferred last week. The 
press and magazine advertising is 
placed by Mather & Crowther and 


was conducted in Sussex newspapers 
last autumn. Agents: Erwoods Ltd. 


I ytle’s. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Craven “A” and Craven Plain to Masius & Fergusson Ltd.; 
Watney, Combe, Reid & Co., Ltd., to Foote, Cone & Belding 
Ltd.; Birmetals Ltd. and associated company of Birmabright 
Ltd., makers of aluminium alloys and light metals, to John 
Haddon & Co., Ltd. (specialised media). 

Blackburn & General Aircraft Ltd. and Humberside Agricul- 
tural Products Co., Ltd.. to Samson Clark & Co., Ltd; Innoxa 
barrier creams to Robert Freeman Co., Ltd. (Sunday news- 
papers); Smedley’s Ltd., makers of canned fruits, jams and 
marmalades, to Spiers Service Ltd 


NEW ACCOUNTS: 


Aycliffe sports favours for Stowe & Bowden Ltd., Newcastle 
(test scheme in football areas); Mersey White Lead Co., Ltd., 
Top Tyres Ltd., and Bromells, tailors, for Howards Press Ad- 
vertising Ltd.: H. Lotery & Co., Ltd., makers of uniforms and 
clothing, for John Hadden & Co., Ltd. 

Lenpart & Co., Ltd.. makers of farm implements and tools 
(farming and gardening journals), and Digby & Nelson Ltd., 
makers of retail store counter equipment (trade press), for John 
Halifax Ltd. (Leicester) 


NEW CAMPAIGNS: 


“Leather For Health” scheme (E. Walter George Ltd.) 
national dailies and Sundays, magazines, Radio Times, and 
display material; British European Airways (Colman, Prentis 
& Varley Ltd.), national dailies and Sundays, provincial news- 
papers, Magazines and posters; British Overseas Airways 
Corporation (Foote, Cone & Belding Ltd.), national dailies and 
Sundays: MR foundation garments (Erwoods Ltd.), women’s 
magazines and trade press; Kerilium soil conditioner (Foote, 
Cone & Belding Ltd.), gardening and trade press; Dent*s 
“Teddy's” nylon-fur-fabric gloves (the J. Walter Thompson Co., 
Ltd.), trade press: Revlon new nail builder set (McCann- 
Erickson Advertising Ltd.), Evening Standard, provincial papers 
and point of sale material; Lin-Can canned fruit (F. John Roe 
Ltd.), national daily and Sunday newspapers, women’s maga- 
zines, provincial newspapers and posters; Ladylac enamel paint 
(Samson Clark & Co., Ltd.), Daily Express, Daily Mail, Radio 
Times, other national papers, and trade press; Hallamshire 
Steel & File Co., Ltd. (Downtons Ltd.), trade press; Minnesota 
Mining & Manufacturing Co., Ltd. (G. Street & Co., Ltd), 
weekly magazines, class publications, motoring press, technical, 
educational, business and trade papers 

Halex toothbrushes (F. C. Pritchard, Wood & Partners Ltd.), 
national newspapers, Magazines and trade press; Vinolia (Dolan 
Davis Whitcombe & Stewart Ltd.), women’s weekly, monthly 
and specialised papers 


the remainder of the campaign by 
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‘Hlustrated’ 


Coronation issues 


Plans for two issues, specially 
devoted to the Coronation, were 
announced by Mlustrated this week. 

The first, with many exclusive 
features and colour pictures, will 
provide a complete guide to the 
Coronation Day celebrations and 
personalities, 

his will be the issue dated June 
6, but the date of sale is being 
advanced so that it will be avail- 
able in time to help readers watch- 
ing the ceremonies on TV, listening 
to them on the radio, or mingling 
with the crowds in London. 

The following week's issue will 
carry a full picture record, including 
full-colour photographs of — the 
actual ceremony. For the first time 
modern colour reproduction will be 
used to capture the highlights of a 
Coronation, 

These two issues will be the climax 
to a series of special features and 
souvenir numbers of Illustrated, 


Centenary 


To mark the’ centenary” of 
Middlesbrough becoming a borough 
the Evening Gazette produced a 16- 
page centenary review with its ord- 
inary editions yesterday (Wednes- 
day). The story of the town's 
spectacular expansion after the dis- 
covery of iron ore was told and well 
illustrated. Many industries and 
businesses which have played their 
part in this” growth, including 
Dorman Long & Company and 
Imperial Chemical Industries Ltd., 
supported the review. 

* * ¥ 

A 16-page patiern supplement 

containing “live” patterns of British 


fabrics was incorporated 
first time in the January 


Press publication 


regular quarterly feature 


for the 
issue of 


Apparel Production, 1 United Trade 


This is to be a 
4 The 
journal circulates exclusively among 


overseas’ clothing manufacturers. 


Sold 


Ihe 73-year-old 


Ltd. to Wheatland Journ 
William Evans, who has be 


ciated with the publication for more 
than 30 years, remains as editor. 
six the 
number of trade publications taken 
over by Wheatland Journals 
the company was started just under 
Managing director is 


Ihe purchase brings to 


SIX years ago 
E. T. Portwin 
* # me 


The Jewish Chronicle will publish 
“Israel's 


a special supplement on 
Exports” on January 30. 
¥ * 


The Daily Express is offering a 
motor cycle, costing up to £150, to 
the reader who suggests the 


name for motor cycle crash 
¥ 


weekly 
paper, The Baker and Confectioner, 
has been sold by U.K. Publications 
als Ltd. 


en asso 


helmets. 


Wm. Dawson & Sons Ltd. have 


published the Stst edition 
Guide to the Press of the 
Known as the “Littl Red 


of the 
World. 
Book” 


it gives subscription rates for pub- 


lications throughout the wor 
112 pages 
# » ¥ 


Id in its 


A folder decorated in gold an- 


nounces the golden jubilec 


issue of 


lliffe’s Power Laundry and Cleaning 


trade 


since 


best 


News, (0 appear on April 11 In 
recent numbers, reminiscences of the 
trade over the past 25 years have 
been given by Ancliffe Prince, who 
next month completes 25 years with 
the journal, and shortly afterwards 
21 years as editor. 
* * »* 

With its January issue, The 
Model Engineer has reverted to its 
pre-war crown quarto size, thus 
coming into line with other Percival 
Marshall publications. Other 
changes include a two-colour cover 
and a three-column make-up. Price 
(9d.) and advertisement rates remain 
unchanged. 

’ ¥ Ds 

January issue of Travel Topics 
incorporates a 30-page supplement, 
Continental Coach Tours—/953, 
carrying advertising from 18 coach 
operators and tour organisers. This 
is the first of a series of specialised 
supplements planned for 1953. 

* * # 

The High Peak News and associ- 
ated papers in Derbyshire are offer- 
ing £100 in prizes for a knitting com- 
petition, 


Irish quarterly 


A new quarterly journal devoted 
to farming interests is the Water- 
ford Plough and Furrow, price 6d. 

a * a 


A Salford Diary is being estab- 
lished at the offices of the Salford 
City Reporter to enable organisers 
of meetings, fetes, dances and other 
events to see what possible rival 
events are already booked for their 
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proposed date. Entries in the Diary 
are being made without charge, 
while a list of events booked for a 
particular date will also be sent 
without charge. 

* ¥ 


* 

Corsetry and Underwear has 
already received applications from 
manufacturing, wholesaling, and 
retailing concerns for 33,000 entry 
forms for its “Pick Your Corona- 
tion Corset Wardrobe” competition 
in connection with National Corset 
Week. 

* * * 

With a silhouette head of 
Britannia as its cover decoration, 
The Times Survey of the British 
Industries Fair (2s. 6d.) has 72 
pages, of which more than half are 
advertisements, for a wide range 
of commodities. Colour is used for 
fashion and other illustrations as 
well as some of the advertisements. 


New radio paper 


Waveband, a new radio paper, 
price 3d., is being published from 
62 King Street, Belfast. 

& ¥ 


ms 

A feature contributed every week 
by Eamonn Andrews to Sporting 
Record offers prizes for stories 
from barbers. One guinea will be 
paid to every barber submitting a 
story published, the barbers’ photo- 
graphs being published too. 

* & « 

Bound in red, white and blue, the 
Coronation Year issue of the Stock- 
port Express annua! contains a 32- 
page Royal art section, with 
pictures of members of the Royal 
family. The book also contains 
local government and other informa- 
tion, including Who's Who in pub- 
lic and social life. 


in all departments. 


visualiser ? 


34/35 HIGH HOLBORN LONDON WCI - 


In seven years this Agency has grown nearly eight 
times the size it was when the three partners had 
first linked their abilities and experience to form 
the Company in 1946. This success has undoubtedly 
been due to the personal direction given to each 
account and to the harmony and unity that exists 


Now, with the new premises in Holborn and with 


increasing business, our trainee system (which has 
brought many good young men to high position 


Telephone: CHANCERY 4974-7 - 


RICHARD POTTS AND PARTNERS LTD 


the creative department. 
one or two exceptional men. 


ment. 


Registered Practitioners in Advertising 


with us) is unable to supply all the staff needs of 
We are therefore seeking 
They may call them- 
selves visualisers, ideas men, layout artists. 
is important from our point of view is that they 
are experienced and responsible people, capable of 
thinking and presenting their thoughts in both rough 
layout and in clients’ layout form. 

We want men who will make a career with us, 
justify a high salary and not disturb the harmony 
that characterises the work of the creative depart- 
Men who are interested will be given every 
opportunity to see what we do and how we do it 
and to meet the people with whom they will work. 

Please address your reply to The Directors, giving 
full details of career, age and salary desired. 


AND MANCHESTER 
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JANUARY 


1953 


POINTMENTS VACANT 


Technical & General Advertising 
Agency Ltd., 
Member of the London Press Exchange 
Group of Companies 


VISUALISER 


IT. & G. have a vacancy for a 
good visualiser who prefers 
being busy, can fit into a 
particularly happy group and 
would like to stay. Experi- 
ence on technical accounts is 
desirable but not essential. He 
should have the ability to 
develop his own or the team’s 
ideas in the form of good 
pencil roughs including figure 
work or lettering. Send brief 
details of experience and 
salary required to: 
Studio Manger 
T. & G, 101 St. Martin's Lane, W.C.2 


THE BOURNEMOUTH 
A.B.C.) 


437,020 


TIMES = Serics 


has vacancy for edu- 
cated young man as Advertisement 
Representative Write with details of 
experience to Buswmess Manager, 
Bournemouth Times Branksome, 


Bournemouth 


COSTING AND ESTIMATING CLERK 


required immediately by leading London 


advertisement typesetting house Must 
be competent man able to work on 
Own initiative Write stating qualifica 
tions, experience, age and salary 
required, to 
Box 3644 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN required in Advertising 
Department of large food manufac 


turers near Cambridge Experience of 
display work essential and an advantage 


f used to public speaking. Send ful! 
particulars of education advertising 
experience, art training (if any) and 


salary required to 
Box 3558 Ad. Weekly 180 Fleet St BC4 


ARTIST 


required for expanding studio. Cap- 
able of designing, producing finished 
roughs and finished drawings 
All-round ability more important 
than specialisation. Living accom- 
modation can be arranged. Appli- 
cations in writing to Art Director, 
with selection of specimens indicat- 
ing actual work carried out (design, 
rough, finished drawings) also 
indication of salary required. Only 
applicants with some years adver- 
tising agency experience will be 
considered. 


NEVIN D. HIRST (ADVERTISING) LTD 
Grattan House, Mount Preston, 
Leeds 2 


YOUNG MAN ‘required in production 
office of process engraving and type- 
setting house, to be responsible for the 
traffic contro! of a!! incoming and out- 
going orders. Excellent opportunity for 
advancement to suitable applicant 
Apply in writing, stating age and salary 
required, to 
Box 3646 Ad. Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT 


(male) required for growing West End 
Agency. Age 23-26. Must be agency 
trained and able to handle work from 
“rough” to “‘delivery"’ stage. Write 
giving details of experience, salary 
required, etc., to 


Box 44 
Advertiser's Weekly 180 Fleet St EC4 


AYOUT. An experienced Layout Man 
is required by well-known Agency 
He should be capable of producing 


first-class Layouts and Visualising when 
necessary 


Write 
Box 3608 Ad. Weekly 180 Fleet St EC4 


175 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch, All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum. 3 limes. Box No. 
charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,’ 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
tification of V Order 1952." 


AUDIT BUREAU OF CIRCULATIONS LIMITED 
Appointment of Secretary 


Applications 
A.B.C, 


The qualifications of a Chartered Accountant, Incorporated 
Accountant, or Chartered Secretary are desirable and experi- 
ence of newspapers and periodicals is essential. 

The appointment requires administrative ability and a 
personality capable of negotiating with important business 
executives. Checking certificates, contacting accountants and 
assembling material for publication also form part of the 
work. The salary is £1,500 per annum. 


Letters, giving the fullest possible details, should be sent 
within 7 days to: 


are invited for the post of Secretary to the 


The Chairman 
AUDIT BUREAU OF CIRCULATIONS LIMITED 
Aldwych House, Aldwych, London, W.C.2 


CHIEF ACCOUNTANT Opening will 


MALE CHECKING CLERK GUunior 
occur shortly im important publishing required in Voucher Deparument. Pre 
Organisation, London. Newspaper man- vious agency experience necessary 
agement experience an advantage Permanent position, no Saturdays 
Box 3648 Ad. Weekly 180 Fleet St BC4 Apply Mr. Lawrie, Alfred Bates & Son 

A CAPABLE ORDER CLERK required Lid., 130 Fleet Strect, E.C.4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


TYPOGRAPHER 


A man with at least 5 
‘) ears agency experience — 

of press advertisement 
typography is required 

by 

S.H. BENSON LTD 
KINGSWAY HALL, W.C.2 

In first instance write 
giving details of experi- 
ence and salary required 

to Art Director. 


YOUNG MAN required for Advertising 
Department of manufacturing concern 
in N.W. London. Experience of copy- 
writing and reporting preferred An 
excellent opportunity for the right type 
Write giving details of age, education 
and experience to 
Box 3567 Ad. Weekly 180 Fleet St EC4 


IN LIVERPOOL, Young man of inte! 
ligence and character required to assist 
with general activities of advertising and 
sales) promotion department Must 
have good basic knowledge of produc 


tion and preferably with flair for lay- 
out of printed matter Capable man 
already in advertising department or 


agency wishing to extend knowledge and 


progress might prove suitable State 
age, full details of education, experi 
ence, and salary required to 

Box 4572 Ad. Weekly 180 Pleet St BC4 


in London process engraving organisa- ADVERTISEMENT REPRESENTA 
tion. Must be efficient, methodical TIVES REQUIRED in West and North 
worker, with previous experience. Write West London areas for old-establishe! 
giving particulars of age, qualifications group of London weekly newspapers 
and salary required, to Box 3624 Ad. Weekly 180 Fleet St BC4 
Box 3645 Ad. Weckly 180 Fleet St EC4 

EXPERIENCED ARTIST required tor 
supervision by firm in N.W. London. 


Specialising in art work on commercial 
photography (retouching. colour work, 
etc.) Must be good lettercr and 
skilled with airbrush Also free lance 
artist for similar work Write stating 
experience and salary required to 
Box 3490 Ad. Weekly 180 Fleet St BC4 
FASHION ARTIST, competent in wash, 
line and colour work. Congenial studio 
Permanent position. S-day week. With 
specimens to W. Kingsley J. Tisshaw 
Knightsbridge Advertising Service, 6 
Sloane Strect, Knightsbridge, S.W.1. 
FIRST CLASS RETOUCHER 
cat End Studio 
2251. 
JUNIOP COPYWRITER. | am looking 
for a versatile junior copywriter with 
5S or 6 years’ Agency experience, for 
appointment as soon as possible If 
you have initjative and ideas, comple 
mented by accuracy and commonsense, 
write to me fully (in confidence) enclos 
ing some specimens Copy Chief, Gee 
Advertising, Lid., Weiford Road and 
Carlton Street, Leicester. Our accounts 
range from feminine feipperies to 
machinery and you will be expected, 
in time, to tackle all of them 


required 


MAY fair 


EXPERIENCED ARTIST 
Required by ADVERTISING 
AGENCY Good lettering, layout 
and some figure drawing. Write or 
phone for interview 

KNOX & HARDY LTD., 

24 Tudor Street, E.C.4 
CENtal 6944 


and copy 


Letters, 


with 


SPACE SALESMAN who can really sell 
can carn upwards of £25 per week at 
Sky Press Ltd. on official medias only, 
Phone AMB 662% today 

SHOWCARD. CUTOUT = ARTISTS. 
Thoroughly used to high class, ful! 
colour design work, able to get out own 
ideas from briefings and prepare well 
finished roughs for submission to client 


Finished Art work not essential a 
cations will only be entertained from 
css than three years de- 


men with not 

sign experience with a Showcard pro- 
ducing Company Good progressive 
jobs in excelient working conditions 
(London) for keen experienced artists 
Box 3615 Ad. Weekly 180 Fleet St EC4 


SENIOR 
ACCOUNT EXECUTIVES 


WANTED 


Mather & Crowther Ltd. want 
two more Account Executives 
who have worked in a large 
service agency, have handled 
major national accounts and 
have real experience of contem- 
porary research, merchandising 


testing practice. 


should be addressed to 


MANAGING DIRECTOR, MATHER & CROWTHER LTD 
IEPA 


BRETTENHAM HOUSE, W.C2 


photographs, 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


PUBLICITY ASSISTANT required by | ESTABLISHED REPRESENTATIVE 
J J is fp no 


ewe eye of domestic | ! D Sik 

appliances le to undertake entire imit to earnings isplay, Silkscreen, 

production of literature, i.e repara- APPOINTMENTS VACAN . | Exhibitions Goodiands, 773 Fulham 
prep. ; ° 

tion of ideas, copywriting and contro! ' | Road, S.W.6. RENown 1563. 


of blockmaking and printing. General | Situations Vacant: “The engagement of persons answering these advertisements must | ~XFERIENCED PRODUCTION MAN 


publicity background with knowledge be made through a Local Office of the Ministry of Labour or a Scheduled FE i 
. . ’ : q f imployment | 
== oteen sing an asset West Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 “\actasive | = Wine niviag deus a 
week : ‘Pession bo ted a le ess he or she, or the employment, is excepted from the provisions of the perience and stating salary required to 
t a Notification of Vacancies Order 1952.” Box 3651 Ad. Weekly 180 Fleet St EC4 


auc, experience and salary required to 
Box 3571 Ad. Weekly 180 Fleet St BC4 
SUBSCRIPTION SALESMAN wanted 


for established specialised publication. GRAFTON ARTS LTD. 
ekly draw against gencrous com- 
mission have vacancies for 


Box 3570 Ad. Weekly 180 Fleet St BC4 
| FIRST CLASS GEE ADVERTISING 


Lettering and Layout FIGURE ARTISTS are making the following additional appointments 


ARTIST and invite serious applications from first-class 
Please write stating ex- 


agency-trained men or women: 

capaho ui, . ieeed oles - oy prego posse k lished | f 

© is fully experiencec ‘ one able to create slick polished layouts, of pre- 
in modern advertising tech- required to sentation standard, from both his own and others’ 
ae nan a of produc- Grafton Arts Ltd. ideas. 
ing first-class lettering and + te? 
roughs in black and white or be Bride’s House 
colour. He will be looking Salisbury Square, E.C.4 SHOE ARTIST 


for an expanding Agency with whose style is not limited and is virile and flexible 


. nt = SIGNS: A first cl “present : neces 
whom he can develop more ie deed demotion tie tant but based upon a sound technique of realistic shoe 
rapidly. Advertisers and Multiples, etc. Strong illustration. 
He does not have to be a backing will be given to man whose 
4, . earning capacity is well over £1,000 a 
figure artist, but must have a year. Libera) salary, commission and 
good sense of design, under- eo ae a oo oe TYPOGRAPHER 
: : arges anufa : 
stand types, _ have creative country Full details in the ‘ton tone an essentially creative user of types but who has 
abilit of past experience, if at present j i i i 
. ye Sualeced: Game war @ ame oe practical experience in applying his knowledge to 
Apply with specimens to: and clean licence.—Box No, A.C the ever-changing pattern of present-day campaigns. 
78646, Samson Clarks, 57/61, Mortimer 
DON A. TIBBENHAM Street, London, W.1 
TIBBENHAM PUBLICITY LTD. EXCEPTIONAL OPPORTUNITY pre- 
244 High Holborn, London, W.C.1 , sents itself for a young man cokger GENERAL ARTIST , 
HOLborn 8074 35) who has had a little space-selling with a high standard of all-round finished art and 
mn expericnce or is keen to enter that 


who is sufficiently creative to interpret visuals to 


~ os A well-known Fleet Street group d 
remem : of periodical-publishing companies is ir advantage. 
PROGRESSIVE POST for energetic prepared to train such a man for early eteieeaes . 
mga we 8 in a agg evel =. Promo.ion to one of its main advertise- 
Ouse > organise book an ment departments. Probationary salary iti 
Fematrip , Srodsction. : on £6-£7. Write, in strict confidence, to AN the shove ave important ea weit em - oe 
»*x 3569 Ad. Weekly 180 Fleet St BC4 Box 4669 Ad. Weekly 180 Fleet St EC4 character offering sound, progressive futures. Salaries will 


be in accordance with the successful applicants’ capabilities 
and on the generous side. All applications in strict confidence. 
Specimens and full details of experience should be addressed 


e 
Copywriter * 
ART DIRECTOR, GEE ADVERTISING LIMITED 
WELFORD ROAD AND CARLTON STREET, LEICESTER 
for South Africa 


YOUNG MAN = (21-30) required as | TYPOGRAPHER required by Advertising 
Assistant to Advertising Manager of Agency. he should be fully experienced 


West End Company Should be and combine speed with accuracy and 

capable of producirg rough lay-outs for — — proof — be the — 

i Pre advertisements, posters, show- proo ark ups for print as we!) as 
An important Advertising Agency in Johannesburg caede end catalogues; also able to super- master advertisement settings and adap- 
is seeki s d d f vise operation of “Rotaprint’ and | — would be required — - 
ng an experi j “Massecicy”” printing machines. Some education, past experience and salary 

f 8 P — ” ecund copywriter know edee of publicity for retail Furn ne eee a —— —— 
j ture Trade an advantage. Write stating Spenklin ouse, ; ig olborn 

rom this country, at a commencing salary of age, experience and salary eg to | We Mite a co 
: Box 3564 Ad. Weekly 180 Fleet St EC4 SPACE SALESMAN, new media used to 

£1,500 p.a. There is every prospect of improving ASSISTANT STUDIO MANAGER rc dealings with Retail Trades, carnings 

uired by large provincial Agency. The £1.000-£1,500 p.a 

on this salary. successful applicant will be under 40 Box 3591 Ad. Weekly 180 Fleet St EC4 


and have had practical experience as 


an all-round advertising agency artist 
Details about Income Tax, cost and style of He ahowa poneees aceisineative A vacancy occurs in the Studio of 
ability and a critical appreciation o 
living on this salary will be given to applicants emt class acework. His dutice will in- The Astral Arts Group Ltd., 
volve the detailed control o » Artists 
j j and he wil! not therefore normally be 171 New Bond Street, W.1, 
chosen for interview. called “upoe to anaduce ‘draw ngs him- 


for a first class experienced Lettering 


; self. This is an important new execu- 
H tive position with a rapidly expanding leg he bp 
n replying, give details of background, exper- organisation Apply in writing giving | Artet, pi de angie ee 
; full details of experience and salary ment to Group Director, ‘ arner. 
fence, status, present position, etcetera. required to Art Director, Nevin D 
Hirst (Advertising) Lid Grattan | oa : = an 7 
House, Mt. Preston, Leeds, 2 | ADVERTISEMENT REPRESENTATIVE 
required in Scotland for The Iron- 
oo monger and other wade journals 
SPACE SALESMAN Applicants should have knowledge of 
, : trade press and experience in selling 
: ? , ; required for sound lucrative proposi- space: will be required to live in 
Applications in writing in the first instance to tion. Opportunity for live man with Glasgow district Write stating age 
experience of outdoor advertising in and full particulars * —— and 
London area Liberal commission. previous expericnce to: Sta irector 
Morgan Brothers (Publishers) Ltd. 28 
The Director, Creative Department Write full particulars to _ Essex Street, Strand, London, W.C.2 
Williams Publicity Co., Ltd a PRODUCTION MAN with some 
. ’ nowledge of typography required. A 
MATHER & CROWTHER LTD 9 Beker Sees, Wt finer opening will nor be available this 
year! ‘Phone MAI 8652/3 


| OPPORTUNITY in Advertising Depart- JUNIOR LETTERING ARTIST AND 


ment of well-known Company in N.W JUNIOR RETOUCHER wanted for 
Brettenham House, Lancaster Place, London, W.C.2 London young man with some experi Advertising Agency. A grand  oppor- 
ence of layout and literature produc- tunity for two really keen juniors to 
tion essential Write giving details of | make a career for themselves Write 


age, education and experience to giving brief details and salary required 
Box 3568 Ad. Weekly, 180 Fleet St EC4 | Box 3657 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


see - ow 
ee 
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CLASSIFIED ADVERTISEMENTS 


IMPORTANT NATIONAL ADVER- 
TWO ARTISTS 


Vv oO - 
py tht I , APPOINTMENTS VACANT 
Previous experience in this sphere not 


essential but must have sound commer- 


_ pe KEEN se NG MAN wt take charge of LETTERING ARTIST required who can 

pg ge da Circu’ation Advertising psychic weekly do good cican_ finished lettering Wanted 

$ day week, canteen facilities. Details po | estab — Scope for one with = Write giving age and | With flair for layout 

of experience P ‘ ambition an air " : . | bd ‘ 

Bon 4652 Ad. Weekly 180 Fleet St BC4 Box 3666 Ad. Weekly 180 Fleet St BC4 Box 3667 Ad. Weekly 180 Fleet St BCS | and design. Capable of 

IDEAS AND LAYOUT ARTIST required | producing first class 

by Bullen Organisation Previous ex finished work in. all 
perience an advantage Good salary | 


and prospects. Write Studio Manager media from his own 
Ceci) H. Bullen, Advertising Ltd, 36 roughs. 


' Dale Street, Liverpool 2 With knowledge of tech- 
UNUSUAL OPPORTUNITY ADVERTISEMENT SPACE satpaMaN | | 4* nical illustrating and 
e for media throughout Great Britain , , 
Experience essential. Man capable of really good retouching 
earning £20 per week. Write or phonc, ite . 
Pullman Press Ltd., 97 Praed St... W.2 Write or phone. 
1 


AMB. 149 BATESON & STOTT 


° ADVERTISING. An opening occurs for 45 St. Paul's Churchyard, E.C.4 
a man able to prepare rough layouts CENtral 2654 
for advertisements and printed matter, 


and who can take instructions from the | THE AVON INDIA RUBBER ©O. 
Sales Manager Gloucestershire town 1 requests the services of a lady 


TD. 
Apply with details. no specimens advertising assistant, initially, in’ Lon 


Ld Box 3587 Ad. Weekly 180 Flect St EC4 don and subsequentiy at Melksham 
- Wilts. Must have experience of Produc 
tion, Press advertising and accounts 


Age is less important than industry 

AN OPPORTUNITY eificiency and desire for permanence 

. Apply in writing to Advertising Mana 
occurs in a London Agency for ger, Mabledon Place, W.C.1 


a young A PRODUCTION ASSISTANT is re- 
ecu ve quired by a London Consultancy spe- 
ASSISTANT ADVERTISI cialising in technical publicity. Applic 
NG ants should have previous expericnee in 
print and block buying routine. Please 
EXECUTIVE state aac qualifications and salary 
£ i = “ay 
‘ Important national publishing house requires anges 


Box 3590 Ad. Weekly 180 Fiecet St BC 
Ideas and Layout man with all + —- ost BOS 


immediately a first class Executive Creative Copy- GENERAL ARTISE required by small 


round experience to work on studio, must be experienced, — Write 
writer. He must have good all round experience medium sized accounts. Full Bon 8658 Ad Weekly 180 Fleet St BCA 
and be capable of seeing a job through in all its particulars and salary required ~~ Ee gine tA a Es. 
stages. This is an unusual opportunity for a young, ” Bex 3621 | pon sabe Ad, Weekly 180 Finet St BC4 
ambitious man who is seeking a post with a Advertiser's Weekly 188 Fleet 61 EC4 eeney ta te Head Ge voanee Ee 


Artist with ability to use type intelli 

o gently and to produce stylish finished 

future. Only really top grade men can be con VISUALISER COPYWRITER wanted by roughs suitable for presentation to fas 

a : ; well Known Agency handling Engineer tidious clients Write in first place 

sidered, Apply, giving full particulars regarding ing Accounts. State fully experience. | with "aeta is of exper rience and solary 
‘ : age and present salary, to equired 

age, experience, salary required to Box 3560 Ad. Weekly 180 Fleet St B04 | Box 3653 ‘Ad Weekly 180 Fleet St EC4 


Box 3635 


lis euneaiall ART DIRECTOR 
YOUNG MAN (inished National Service) | LAYOUT ARTIST (preferably under 36) WA NTED 
required for City Advertising Agency | reguired for the Studio of the Advertis- a 


One with elementary knowledge of | ing Department of a large fvod manu 
Production and Copy Despatch pre- facturing concern in the North of 
ferred but not essential Write stat- 


England In addition to first-class lay- BY ADVERTISING AGENCY 
outs he shou'd be capable of producing 
colour roughs, finished lettering and art 


work Ability to do oWn photography 


| 
ing age, salary required and experience, | 
} when necessary would be an advantage 
| 
| 


if any, to 
Box 3566 Ad. Weckly 180 Fleet St EC4 


An Imporiant part of the job would he FROM THE APPLICANT'S POINT OF VIEW— 


production side the firm's 


house magazine Applications stating : it) ~ P P > 
FIRST CLASS age, qualifications and eaperieace to This position carries any salary he can justify and the 
FIGURE | _Box 3589 Ad. Weekly 180 Fleet St BC4 opportunity to make his name (if he has not already done 
| SENIOR VISUALISER/DESIGNER re- of . . need e 
| Quired immediately by London Adver- so). It is a job with a future. The successful applicant 
LETTERING & pom: hy oiling HL. e rapidly will be expected to use his creative abilities to the full 
growing snes he succeasiul appli- P ‘ 
| Gamt must be sble to soot out the and will have at his disposal a good Studio Manager and 


i ) 
essentials of a problem, and present 4 » P . iene . .s ous 
RETOUCHING ng an enthusiastic group of designers. He will have every 


original and practical 


ARTISTS a Sone aly ier as ee encouragement in his work from the Directorate of this 
Only those with the necessary ability well-known Advertising Agency which numbers among 
REQUIRED and’ experience are invited 10 apply, its cliemts several famous, national advertisers 
Bor 3: sx Ad. Weekly 180 Fleet St BCS ' 
If you area first class COPY DETAIL assistant with methodica! FROM THE AGENCY 5 POINT OF VIEW — 
man in any of these yy Fe yp a. We seek an artist designer of proven ability with at least 
ltinite. then vein ane he ee 5 years’ practical experience in advertising He must be 
man we went, layouts and lettering nec, tm a — to inspire and develop the abilities of his staff and 
either post apply to Service Director, o make full use of the scope he is offered to influence 
ota spots Rod Sake Ase CA peace || and improve the creative work of the Agency 


CENtral 8347 


CHAMBERLAIN STUDIOS LTD LADY ASSISTANT to Account Exccu This advertisement will appear again in this publication 
. Le Ay acu “~ . - 
tive sequired by medium size Agency Fully detailed replies should be addressed to 
2, LUDGATE HILL, LONDON, E.C.4 in Sw London. Mu q be capable of 
ordering blocks checking schedules, 
Phone: Central 3570 copy, t nd have suflicient intelli- 
gence to work without contro Box 3579 
Accounts hand'ed will be mainiy trade » 
ARTIST. London Studio has a vacancy and tec.nical. Please write stating ex- Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 
for a good all-round General Artist Perience and salary required in confi 
Write fully to dence to 
Box 3559 Ad. Weekly 180 Ficet St EC4 Box 3573 Ad Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


OPPORTUNITY 
FOR AGENCY EXPERIENCED 
PRODUCTION MAN! 


Vacancy exists for one more mem- 
ber for Production Team-—-a man 
who is alert and who wants to 
add further to his experience 
Applicants should be able to mark 
up for type and put in hand agrt- 
work, photography and blocks 
Write giving details of your experi- 
ence to date, also age and salary 
required to Production Manager, 


Box 358! 
Advertiser's Weekly 180 Fleet &t EC4 


TOP GRADE SPACE SALESMAN re- 


uired by established Trade Journal. 

ell) paid job with excellent prospects 
for the right man. All replies will be 
treated in atrictest confidence.—Box 
GA 829, 4/7, Salisbury Court, Ficet 
Sueet, .C.4 


LEADING MANUFACTURER in Motor 


Accessory Industry in West London 
Area is appointing Assistant in Adver- 
tising Department. Excellent prospects 
approved applicant, who should be 
aged 25/30 years, preferably with 
Advertising and Publicity experience. 
Canteen. Pension scheme. Apply 

Box 3586 Ad. Weekly 180 Fleet St EC4 


ARMSTRONG SIDDELEY MOTORS, 


Coventry have a vacancy for a writer in 
their Technical Publications Depart- 
ment An adaptable and = capable 
writer with a mechanical mind coud 
pick up the technical side of the job 
which is concerned with gas turbine 
engines Apply in some detail to 
Reference HPI, The Personne! Mana- 
ger, Armstrong Siddeley Motors, 
Coventry 


PRODUCTION ASSISTANT required, 


with previous experience in preparing 
Press layouts and ordering blocks. 
Apply, stating age, experience and 
salary required to 

Box 3668 Ad. Weekly 180 Fleet St EC4 


178 


; APPOINTMENTS VACANT 


Situations Vacant: ‘The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 

unless he of she, or the employment, is excepted from the provisions of the 
Notificanon of Vacancies Order 1952." 


FIRST RATE 
LAYOUT/VISUALISER 


Required by Littlewoods Mail Order 
Stores Ltd., Liverpool 


if you would like to work with London trained men producing a very high 
standard of publicity mainly directed towards Retail selling, you are 
advised to consider joining this very progressive organisation which 
happily combines talent from the North and South 
Pension scheme, five-day week, excellent catering and social facilities. 
Applications will be treated with the strictest confidence and 
appointments for interviews will be arranged in London or Liverpool. 


NOTE: We will always create a position for a good class general 
artist and such applications are welcomed. 


Apply to THE PERSONNEL MANAGER 
LITTLEWOODS MAIL ORDER STORES LTD . CROSBY, LIVERPOOL, 23 


EXPERIENCED COPYWRITER) | GENERAL ARTIST, An excellent 
VISUALISER required by Advertising opportunity for an experienced all- 
Agency in the Strand, Must be really rounder for really high standard tuil 

. * and able or te wer- ovolour finished artwork Interesting 
versatile and able 10 originate powe varicty of figure and still life work for 


ful selling advertisements and promo- 


National Advertisers. Write stating full 


tional matter for a large varicty of | particulars of experience No begin 
consumer and technical products and ners please 
services. Write stating details of ex- Box 3655 Ad. Weekly 180 Fleet St EC4 


perience and salary required to 


Box 3654 Ad. Weekly 1X0 Fleet St EC4 | ROBERT SHARP AND PARTNERS 1 


quire an Assistant Executive and Senior 


SERVICE ADVERTISING | & 8% 


WANT ANOTHER 


FIRST CLASS ah 


Copy Detail man Experience on 
National accounts essential. Write, 
with details, to Staff Director, 3 Wynd- 
ham Place, W.1. 

PRODUCTION, An experienced pro- 
duction man eequired for expanding 
agency. Interesting progressive position. 

Publicity, Ltd., 5/9 
Quality Court, Chancery Lane, W.C.2. 
Iel.: CHAncery 5287. 

PRODUCTION Vacancy exists with 
well established London Agency fog ex- 
perienced production man Previous 
agency experience essential. Write 


Box 3609 Ad. Weekly 180 Fleet St EC4 


VACANCIES for progressive men with 
selling and general business § ability 
wishing to make in Estate 


If you are a really top-line visualiser working on 
a group of accounts in one of London’s leading 
agencies and feel that your experience and 
ability warrant a change for the better, we 
would like to hear from you. 


The man we seek is already earning a good 
salary and he knows he's worth more. We are not 
interested in normal humdrum competence. We 
want flair and unusual ability. If you can't match this 
need, please don't waste your time or ours. If you 
can, let us have a factual letter saying what you've 
done, what you are doing, and what salary you are 


getting. 


The job is one of unlimited scope for the right man. 


Write; ART DIRECTOR 


career 


Agency; Adaptability, keen to achieve 
results, car driver. Highest integrity 
(evidence of Christian or public-spirited 
idea's will help) Write fully in con- 


fidence age experience, present income 
Box 3656 Ad. Weekly 180 Ficet St BC4 


NEWS EDITOR Experienced on U.S 
copy desk or wire services in Europe 
American military background preferred 
Opportunity for advancement Please 
give details, references 
Box 3675 Ad. Weckly 180 Flect St BC4 


ADVERTISING SALESMAN or Repre- 
sentative Experienced in selling Lon- 
don accounts and agencics American 
military background preferred. Please 
give details, reference, etc 
Box 3676 Ad. Weekly 180 Ficet St BC4 


ACCOUNTANT or Auditor. Experienced 
m newspaper or Magazine accounting 
American military background  pre- 
ferred Please give details, references, 
ek., 

Box 3677 Ad. Weekly 180 Fleet St EC4 

YOUNG LAYOUT MAN required by 
Fleet Street Agency. Will not be re- 
quired to do finished artwork but must 
be capable of producing first class prin- 
ters layouts and ctdaptations quickly 
and efficiently Good knowledge of 
typography Write stating age, ex 
perience and salary required to 
Box 3531 Ad. Weekly 180 Fleet St EC4 


INVOICE CLERK required by Process 
ngravers (Know edge Shorthand- 


SERVICE ADVERTISING COMPA NY LTD- — and seleioee ng an advantage 


77 BROOK STREET, LONDON, w.i 


Excelicm salasy and opportunity § for 

advancement Art Reproduction Co., 

CITy 7174 : - 
GHOST WRITER required tor modern 

autobiography Write 

Box 3565 Ad. Weck!ly 180 Fleet S: EC4 


’Phone your Classifieds 


JANUARY 22, 1953 


CLASSIFIED ADVERTISEMENTS 


ROLES & PARKER LTD 


require immediately a 


SENIOR 
LAYOUT ARTIST 


to take his place in a rapidly 
expanding organisation. He must 
be thoroughly conversant with all 
aspects of technical advertising 
and able to produce outstanding 
advertisements and sales litera- 
ture. Applications, which will be 
treated in strict confidence, should 
State age, experience and salary 
required 


RAPIER HOUSE 
65 66 Turnmill Street, E.C.1 


THE NEWSPAPER 
SOCIETY 


has a vacancy for a young woman to 
work on publications in the Information 
Department. Duties will include 
intelligent study of trade journals, 
abstracting and compiling of informa- 
tion. Knowledge of advertising desir- 
able; lively, orderly mind and ability to 
write and type essential. 

Written applications, stating age, 
experience and salary required, should 
be addressed to The Director, The 
Newspaper Society, Whitefriars House, 
Carmelite Street, E.C.4. 


YOUNG LETTERING ARTIST ec- 
quired for packaging Good neat 
worker essential State age and 


and experience 
Box 3678 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


to CHA 8844 (Ex 25) 


AN 
ADVERTISING 
MANAGER 


who finds himself in a good but 
unbelievably frustrating job 
would like to offer you his 
services... Agency trained in 
U.S.A. and G.B. Market Research 
and Export specialist. Four 
languages. Expert creative artist. 
Fifteen years solid experience. 
Delighted to return to Agency 
work or hear from a firm that 
can really use him in a lively 
capacity. 


WHAT OFFERS? 


Box 3662 
Advertiser's Weekly 180 Fleet St EC4 


FREELANCE P.R. man secks change, 


opportunity with agency P.R. depart- 
ment, or of opening department for 
agency — 
Box 3671 Ad. Weekly 180 Fleet St EC4 
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JANUARY 22, 1953 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS, Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Street, W.C.2. 
(WHltehall 5924). We specialise in 
efficient personne!, 

COPYWRITER, 25, secks position in 
Advertising Agency or Publicity Depart- 
ment, Magazine production and pubii- 
city experience. Free lance writer 
Box 3508 Ad. Weekly 180 Fleet St EC4 

PRODUCTION ASSISTANT. Adver- 
tising student with flair for visualising. 
layout, copy of the uncommon variety 
(specimens) secks Opportunity to train 
for executive post 
Box 3673 Ad. Weekly 180 Fleet St BC4 

DO YOU REQUIRE expericnced contact 

salesman Visiting Advertising 
etc.? Can we afrange some- 
WATSON, 46 Princes Gate, 


RADIO EXECUTIVE 
(administrative) secks position with 
leading London Agency contemplating 
starting Or increasing radio department 
Experienced in British Commercial 
Radio since 1934 including work oo 
many of Luxembourg’s most successful 
programmes. Complete knowledge of 
time and production oosts, recording 
facilities, transcription services, produc- 
tion houses ge etc. Available for 
interview at any 

Box 3650 Ad Weekly y 180 Fleet St EC4 


COMMERCIAL _ 


ACCOUNTS EXECUTIVE 
Five intensive years in leading London 
Advertising Agency on Trade and 
Technical Accounts, seeks advancement 
in similar capacity or as advertising 
manager. Salary in region of £900 p.a. 
Diploma AA, 1S.M.A. (Salesman) 
Age 33. 


Box 364! 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST employed by large departmental 
Store, desires change North West pre- 
ferred 
Box 3592 Ad. Weekly 180 Fleet St EC4 


ARTIST-DESIGNER., furniture, interiors, 
theatre, desires to enter commercial 
Studio/agency in Midlands or North 
Box 3593 Ad. Weekly 180 Fleet St EC4 


PAMPHLET AND BULLETIN WRITER 
technical or general, 23, secks changc. 
Good knowledge English a Jour- 
nal, agency or business hou 
Box 3551 Ad. Weckly 180 Fleet St EC4 


SOMEWHERE ncar London 
there must be a company wishing 
to start its 


own advertising 


department. For a first-class adver 


tising designer, please write to 


Box 3556 
Advertiser's Weekly 180 Fleet 8t EC4 


SPACE BUYER excellent knowledge 
media Good personal contact with 
Ficet Street, seeks change 
Box 3670 Ad. Weekly 180 Fleet St BC4 

YOUNG ARTIST (23). avcncy and studio 
trained, specialising in finished lettering 
and retouching, secks advancement 
Box 3660 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


Young Agency Man—25, 
round expericnce-——to contact executive 
level, secks position with agency or 
national sales organisation. Creative. 
Some experience of sales promotion 
and marketing. 
Box 3663 
Advertiser's Weekly 180 Fleet St EC4 


8 years’ all 


YOUNG MAN, 2), secks opening in ad- 
vertising No experience Qualifica- 
tions Intelligence, ambition, wide in 
terests, B.Sc years in industry 
Writing abi lity demonstrated by 150,000 
words articics in technical Press 

Box 3578 Ad. Weekly 180 Fleet St BC4 


QUO VADIS 


First-class Production Manager and 
Print Buyer seeks progressive change 
with fast moving busy 

Extensive agency experience. 

tious and energetic. Good organiser 


Box 3580 
Advertiser's Weekly 180 Fleet St EC4 


PHOTOGRAPHER A LBP used Ww 
top qua'ity advertising, illustrative and 
fashion work with fine record of studio 
management and business organ.sation 
secks post requiring some or a!!! of 
these qualifications 
Box 3577 Ad. Weekly 180 Fleet St BC4 


PUBLICITY MANAGER 

of one of the largest engineering 

organisations in the Country, handling 

great variety of products seeks alterna- 
tive responsible position 

Age 39, wide experience of sales pro- 

motion with full technical ability. 

Overseas appointment also considered 
Box 358 


x 3 
Advertiser's Weekly 180 Fleet $1 EC4 


GIRL 18 requires trainee smention with 
studio or advertising agenc 
Box 3576 Ad. Weekly 180 ) Ficet St EC4 

COVERING BRISTOL, the West and 
South Wales for re iable poster inspec- 
tion, new site vetting, planning appli- 
cations and negotiations undertaken 
Con inual a -e contact with local 
authorities years’ experience 
INCH, 4s City Road, Bristol, 2 


FREE LANCE ‘SERVICES 


FIRST CLASS 
ARTISTS 


wanting occasional Free 
Lance work. 
Write in to 


Box 3582 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY MAN 
London Hollywood and 
experience—ideas 


Sydney 
exploitation and 
sales promotion. Full knowledge pro- 
cesses and print World travel and 
study of public psychology in USA 
Recently returned to London 

Desires position either salaried or 
consultant—retainer or fee basis. 

Box 3585 

Advertiser's Weekly 180 Fleet St EC4 


LAYOUT is very Forte. but I'm no 
Forty, in fact I'm not thirty. I'm look- 
ing for a new “spot.” Distance no 
object, and I can do finished work if 
need be 
Box 3679 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED pears. Sumaate. 23, 
200d le tering. figur 


. cks 
Box 3594 Ad. Week! y 180 Fleet ‘st “ECS 


RADIO ADVERTISING EXECUTIVE 


35, ten years’ experience Broadcasting, 
Scriptwriting, Research, Production and 
Administration in Canada, Britain, 
U.S.A., seeks post with progressive 
Agency planning organize expanding 
Radio-T.V. Department 


Box 3584 
Advertiser's Weekly 180 Fleet St EC4 


ESTABLISHED FREE LANCE Designer 
desires to represent Agency or Organi- 
sation and design al! Exhibition and 

_ Display work Phone GERrard 6819 

TECHNICAL ACCOUNTS DEMAND. 
An artist who knows his onions! We 
do all kinds of work in this field. 
WHITELEY, —~. Chandos Studio, 48 
Chandos Place, W.C.2. TEM 2812. 


EXPERIENCED 
FREE LANCE 
ARTISTS 


Required for the following 
RETOUCHING, 
FIGURE, 
FASHION, 
LETTERING and 
STILL LIFE 
Please send particulars to 


Box 3665 
Advertiser's Weekly 180 Fleet St EC4 


AT PRICES that allow a profit 
ing, lettcring and os 
centage discount Writ 
Box 3659 Ad. Weekly 180 Ficet St BC4 

COMMISSIONS flight 
figure artists Artusts 
Agent, 23 wcll 


Retouch 
with a per- 


waiting for top 
W. Partridge, 
Bloomsbury Square, 


FREE LANCE SERVICES 


SILK SCREEN COMMERCIAL AND 
FIGURE ARTIST, with full working 
knowledge of process, can supply cor- 
rectly prepared artwork Roughs, 
stencils, positives, colour. 

Box 3595 Ad. Weck.y 180 Fleet St BC4 

FREELANCE SENIOR SALESMAN cov- 
ering Kent, invites proposition. 2/3 days 
per week 
Box 3596 Ad. Weekly 180 Fleet St LC4 

1O ADVERTISERS — Agencies, may 
we inspect your Post 
Box 3672 Ad Weekly” 180 Ficet St BC4 

SHOWC ARDS, oo fashion and 
lettering work requ 
Box 36074 Ad Weekly y 180 Fleet St BC4 

FREE-LANCE illustrators and Commer 
cial Artists required. Must be of high 
standard Picase send 1WO specimens 
only with stamps for return (DO NOT 
CALL) o BROMPTON ART 
AGENCY, 50/52, Old Brompton Road, 
S.W.7 


SMART FREELANCE part-time space 
salesman wanted; West End trade, No 
Sa@&ary Pul gencrous COMMBsion 
Box 3574 Ad. Weekly 180 Fleet St bC4 


BUSINESS OPPORTUNITIES 


JUST PUBLISHED: a new impression 
of tne world-famous Manufacturers 
Practical Recipes containing 153 
money-making, ested, ready 4+0-use 
industrial recipes and processes for all 
kinds of preparations. Supply limited, 
demand very heavy Send 
obligation) for descriptive 
136 to Shaw Publishing Co., Ltd., 180 
Fleet Street, E.C.4. 

£1,500 buys contwo!l of Provincial Adver- 
using Agency with Newspaper Society 
recognition, Scope for development 
Box 3599 Ad. Weekly 180 Ficet St EC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
Photo-litho process plant.) 
CARILLON PRESS LTD. 
Fine Colour Printers, Bournemouth 
clephoae: Boscombe 5 
London Office: 98-100 Fleet St 
Poone: CENtral 1740 


-E.C4 


ACTIVE DIRECTORSHIPS (two) avai.- 
able in fully recognised, successful, 33- 
year-old Advertising Agency, London, 
W.1., to replace retiring members of 
present board of three. Applicanis 
must be thoroughly experienced, versa- 
tile, Agency men of integrity, with a 
cheerful capacity for hard work Pre 
ference given to those with proved 
creative ability aud/or those who can 
introduce new business. Six months’ 
tria| peried at full salary, with com 
pensation as well as full return of 
investment, if agreement is then termi 
nated Ins i a Quite exceptional 
opportunity Accountants’ figures for 
recent years indicating whole investment 
earned in 24 years’ max. Kemuneration 
by fixed salary and Directors’ fees 
based on gross profits £2,550 required 
for each block of 250 shares. Reply 
fully and in confidence, to 
Box 3600 Ad. Weekly 180 Fleet St ECA 

MAPS EXPCUTED and Indexes 
arranged for all occasions. 

Box 3514 Ad. Weekly 180 Fleet St EC4 

PERSONAL SERVICE for the smal! 
advertiser.—Kirkstudio Lid, 24 Hol- 
born, E.C.1.. CHAncery 4713 

QUALIFIED ADVERTISER hay capita 
avai able acquire sma)! advertising 
agency London of acquire and devclop 
London representation Provincial 
agency Send particulars to Box A.W 
x79 co 191 Gresham House, £.€ 


LES AND WA 


RECORDON DICTATING MACHINE, 
perfect working order. New valuc £60, 
accept £25. Phone Gy Natactnn 5449 
4, Blomfield Road, 

AEROGRAPH Motor —— Old 
mode! but O.K £9 TER minus 
792s 

ADDRESSOGRAPH FRAMES (for sl 
35s.—1,000; Cabinets 70s. cach MSS 

Tatterham Grove _Epsom 

FOR SALE. R-/K/L Rotaprin 
ing Machine in first class order 
tained by Manufacturers. Printing arca 
13 in. x 8 in Disposa! necessary 
because of purchase of larger machin: 
Offers 
Box 3475 Ad 


Print 
Main 


Weekly 180 Fleet S: 44 


ADVERTISER'S WEEKLY 


SALES AND WANTS 


RONEO E500 Electric 2 rollers (cost 
£120) as new, bargain, £90. HOL 
6s02 


ACCOMMODATION 


FLEET STREET OFFICE and 
desk available All Services. 
weckly. CEN. 2742 

SMALL OFFICE, preferably unfurnished, 
required vicinity Fleet Street, from 
March 31 or before. 

Box 3597 Ad. Weekly 180 Ficet St BC4 


Studio 
0/- 


STUDIO SPACE 


Offered to all-round artist in return 
for layouts, etc. Al) finished artwork 
paid for and material provided, with- 
out cost Use of telephone, ete. 
Studio is large and light and is 
centre of busy Advertising Agency. 
Ideal opportunity for good man or 
woman who desires steady flow of 
work whilst still serving own free 
lance connections, Fullest particulars 


to— 
Box 3557 
Advertiser's Weekly 180 Fleet 6t EC4 


PRINTERS 


PERIODICALS 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics 
areful supervision Please ask for 
prices. 

SUTTONS Printers 

Paignton Tel. 5542 


ADVANTAGEOUS TERMS for printing 
monthly news sheets or small weck) 
paper. Broadsheet or folio. Newar 
Advertiser, Newark 

OLD ESTABLISHED PRINTERS, pro 
ducing good quality periodicals, now 
have capacity for two or three more 
monthlies. Felix McGliennon Ltd., City 
Garden Row. N.1. Clerkenwell 2765/6 

LITHO PRINTING. Broadsheets, Bro 
chures Labels, Showcards, 

Highest quality work 

don representative to call, 
Yorkshire Printing Co.. Ltd, 
Street, Wakeficid 

OLD ESTABLISHED PRINTERS produc 
ing good quality work are now able 
to accept the production of one or two 
periodicals or house magazines with a 
limited circulation. The service offered 
is reliable gad the utmost co-operation 
will be given 
Box 3598 Ad. Weekly 180 Pieet St BC4 

FULLY EQUIPPED Newspaper (Office 
(Main line to London and the North) 
have facilities for producing another 
Weekly Newspaper on Rotary Machines 
Compicte publishing arrangements 

store and — for Editorial 
‘ Full particular 
Box 3661 Ad. Weekly 180 Pieet St BC4 


BYAM SHAW SCHOOL OF DRAWING 
AND PAINTING, Campden Sweet, 
Kensington (Park 4711). LIFE drawing 
and painting practice a life model 
sits every Thursday evening from 7.30 
to 930 pm-—no instruction given 
Fees: £1 for ten weeks, or pro rata up 
to the end of March, wo be paid in 
advance at first attendance 
members may bring a visitor 
ment of 2/6 per evening 
with teaching, are held every Tuesday 
evening. Application to join should be 
made to the Secretary 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 
result-no commission:—Brilegal (Es 
tablished 1919) 80) 6LLeeds)= — Road 
Bradford 

PREF ADVICE ON YOUR HEATING. 
Our representative will call and advise 
without obligation on heating your 
Wfice, factory. or home with Hurseal 
oilfilied electric, gas, liquid gas and 
paraffin-operated equipment Renta! 
terms available. Write or ‘phone now 
Hursea! Lid 22%, Regent Street. WI 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Tuurspay, JANUARY 22, 1953 


S. a copy 
52/6 @ year 
Post free 


55/- (overseas) 
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From a leading article in The New York Times 


“THe Times . . . the outstanding example in the field of page-one classified 


ads. One can still pick up this eminent journal and read opportunities to rent 


rooms for the Coronation, announcements of births, marriages and deaths, 


notices having to do with cats, dogs, motor-cars and travel, appeals tor 


charitable aid, opportunities for employment in the Punjab, the Sudan, Cape 


‘Town or elsewhere, and once in a while some sad personal appeal from 


someone who wants to be forgiven.” 


‘STOP PRESS 


SOFT DRINKS 
BATTLE SOON 


Announcement expected shortly of 
big deal between Canada Dry Inter- 
national, Bermuda, and Charring- 
tons. Invasion of U.K. market 
planned for full range Canada Dry 
soft drinks. One of biggest advertis- 
ing campaigns of year expected in 
all-out battle for soft drinks market. 

Understood Dolan Davis Whit- 
combe & Stewart Ltd. appointed as 
agents, but no statement forthcom- 
ing from that agency. 


LEAVING AD. ASSN. 


Patrick Home, who for past three 
months has been assistant secretary 
of the Advertising Association, is 
leaving the Association shortly to 
return to his former activity of 
ublic relations and the editing of 
ouse magazines. 


Officers elected for 1953 for Asso- 
ciation of Advertisers in Ireland: 
chairman, J. O’Sheehan (Hospitals 
Trust); vice-chairman, A. E. Snow 
(lacob & Co.); hon. secretary, 
Albert Price (W. D. & H. O. Wills); 
committee: W. P. Cavanagh 
(Chivers), G. S. Childs (Irish Assur- 
ance Co.), R. B. Cobbe (J. Player 
& Sons), P. Cook (Lever Bros.), 
W. J. Delaney (Esso), Dr. I. Dillon 
Digby (Pye Radio), C. P. Kelleher 
(Bovril), E. F. MacSweeney (Odeon 
Ltd.), P. A. Ryan (Cerebos), E. 8. 
Williams (Birds), V. M. Woods 
(Fry-Cadbury). 


Inland Revenue are to appeal 
against recent judgment that ex- 
penses in Mr. Cube anti-nationalisa- 
tion campaign were admissable 
deduction from Tate & Lyle profits. 

“The Star” average daily circula- 
tion in 1952 was 1,135,699. 


J. B. Staniland named a director 
of A. C. Nielsen Co., Ltd., and will 
supervise operations of newly- 
ee Nielsen Netherlands 
ndex. 


“West Herts and Watford 
Observer” discontinuing “A” and 
“B” editions of classified ads. after 
six years as from January 30. Charge 
will be 3s. 6d. for 12 words against 
present 2s. 6d. for half circulation. 


Geoffrey Hill, who has been in 
advertisement department of the 
“Yorkshire Observer” and “Tele- 
graph & Argus” since 1937, trans- 
ferred to Manchester office of West- 
minster Press, to succeed F. A. 
Jones as assistant to R. Hi 
Longdon. 


P.M.G. has asked TV Advisory 
Committee to consider which fre- 
quency bands could be used for 
commercial stations. 


a Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 6844.) 
January 22, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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